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Spectacular is the word for Brown Shoe’s 1959 Easter promotion 


Announcing Kight Full-Page Color Ads 
in the March 9 issue of [UH3 


Eight ads pre-selling Brown Shoe’s new spring styles for men, women, and children 


This greatest shoe-selling promotion in history 
can help you make your ’59 pre-Easter sales the 
biggest and most profitable ever! 

The 8 consecutive right-hand pages in the March 
9th issue of LIFE will be seen by over 29,448,100 
men, women, and children! 

It’s the biggest, broadest, hardest-selling shoe- 
selling promotion ever to back up retailers during 
their biggest sales opportunity of the year. 

What’s more, it will be supplemented by color ads 


) Quality at your feet 
co 
BROWN 


SHOE COMPANY 


St. Louis... 


Scout Shoes « Life Stride « Miss America « Naturalizer + Pedwin « Propr-Bilt » Risque «+ Robin Hood + Robinette + Roblee + Smartaire 





in VOGUE, SEVENTEEN, and SPORTS ILLUS- 
TRATED! 


You'll be able to capitalize fully on this traffic- 
building pre-Easter promotion because coverage on 
Brown Shoe Brands is complete—new spring styles for 
men, women, and children—all in the moderate price 
range where volume profits are made. 

And it’s just one of many reasons why retailers of 
Brown Shoe Brands are building volume and fashion 
leadership. 


BROWN SHOE COMPANY 


Makers of: Air Step +» Buster Brown « Glamour Debs by the makers of Buster Brown + Official Boy Scout Shoes + Official Girl 
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10 million little pigs go to market 
(and their skins are headed for the Haus of Krause) 


Pigs once were unable to come to the table, 
On anything more than a plate. 
But now when you dine with candles and wine, 
They’re apt to be there on your date. 


For an old leather Haus by the fine name of Krause 
Has arranged more pig skinning machines, 

To increase the supply of the pigskin they dye, 
For the shoes of dolls, moms and chorines. 


America’s newest fashion in leather 
PIGMILLION PIGSKIN 
by HAUS OF KRAUSE « ROCKFORD, MICHIGAN 


Three new pig skinning installations are ready for operation. One alone will provide 


the raw material for an additional 100,000 feet of Pigmillion Pigskin per week. 
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Heres Why 


@ EASIER to put on because they 
S-T-R-E-T-C-H MORE! 


@ ANKLE-HIGH protection. Not cut 
down at sides. Compare! 


@ World's LIGHTEST — yet rugged 
as cowhide. Wear GUARANTEED! 


@ NO LEFTS or RIGHTS to confuse. 
Toddlers put them on alone! 





NEW “totes” display bar sells for you 


FREE with your order for 48 pairs. Since '48, "totes" sales have 


grown until today they're Amer- 
Stocks 48 pairs right on selling floor or on ica's LARGEST SELLING Chil- 
counter. Reminds Mothers to buy. Brings dren's Rubbers. This Spring, more 


you extra business from idle space. Takes 
only 9 x 18 inches. Displays both styles: than 250 THOUSAND Mothers 
will buy "totes" for kiddies. 


#80 OVERSHOE-“totes.” 3 sizes fit 34 


to 91%. Ribbed, non-skid soles. Red, Brown. Don't Miss This Im po rtant 
Suggested retail ; $1.29 pair . ° 
Store’s Cost: $.77%4 pr. 36 pr. case: $27.90 Extra S preag Business 











#80-TT OVERSHOE:-“totes.”3 sizes fit 
9-BIG 3. DuPont Neoprene Soles. Red, Brown. ORDER TODAY! Or write for catalog and 


Suggested retail $1.79 pair name of your nearest wholesaler. In-stock at 
Store’s Cost: $1.0742 pr. 36 pr. case: $38.70 88 distribution points coast to coast. 


So-Lo MARX RUBBER Company Dept. B-21 @ Loveland, Ohio 
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WHERE YOU FIND HIGH STYLE, YOU FIND WHITE SHOES! 


Resort wardrobes invariably are extensive and 
apg lavish, yet at every smart spot in the Palmlands, 
WHITBST most women are seen in white shoes. It means 
that white is always right! 
WHITES’ — 


, 5 The right white for shoes is “THE WHITEST WHITE.” 
LEVOR’S leather is preferred in quality lines be- 
Washable Cause shoes fashioned of it are so often sell-outs 


KID, CABRETTA, and re-orders. 
CALF & KIP Prepare now for strong selling of whites in the 
post-Easter season. 
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Naugatuck PARACRIL 0ZO ees 


0ZO Sole 


Conventional Sole 


6-year-old proves 
far outwears best competitive sole! 


A typically active young boy in a small Ohio town has 
added to the evidence of numerous laboratory and actual 
wear tests —-shoe soles made of new PARACRIL 0Z0 outwear 
all others 3 to I! 

Two pairs of shoes were used in this test, each pair 
worn every other day to provide similar test conditions. The 
first pair, with good quality conventional soles, became 
unfit for use in a little over six weeks’ time. Yet the shoes 


Naugatuck Chemical 


with PARACRIL 0Z0 soles—despite the kicks, scrapes, grinds, 
and special kind of abuse for which little boys are known 
—showed only a fraction of the wear. At the end of the test 
they were still good for months. 

Take a tip from the tot. Insist on PARACRIL 0ZO soles 
for the shoes you sell. It makes a major selling difference. 
To learn more about PARACRIL 0ZO, write the address 
below. Names of sole manufacturers on request. 





Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - 


February |, 1959 


ne ° 235P Elm Street 
Division of United States Rubber Company Naugatuck, Connecticut 


SS 


CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontario - CABLE: Rubexport, HY. 

















He's going to 
get a lot of 
repeat business 


“pape 
EBY SHOE CORPORATION 6 EPHRATA, PENNSYLVANIA 
New York City Sales Office: 463 Marbridge Bidg. : 
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ANOTHER 
WINNER 
TAKES OFF 
ON AIRFOOT 


Casually flight, fashionably right with Goodyear's new 
AiRFOOT cushioning to complete a sure sales winner— that's 
the “Bermupba Sortié,” by Juliette Footwear. From maker, to 
retailer, to wearer, AirRFOOT has never let anyone down. It's 
the wonder cushioning that makes shoes springier, more 
flexible. 


Cushions without unsightly bulk because: + Superior 
“comeback” ratio allows thinner sole application with maxi- 
mum, lasting comfort in minimum space. Its lighter density 
stands up + Evenly aerated, “breathes” without weak spots 
¢ Full, unfailing support for life of shoe + Proved quality, 
years of development, years in use. 


ONLY AIRFOOT HAS THIS 
FLEXIBILITY! Makes ‘Ber- 

oA Sortie’ free and 
easy as a slipper, gives 
a luxurious feeling with 


every step 


MADE ONLY wr: 


coop ani 


World's First, Foremost ond ‘Me Foam Rubber Cushioning 
Designed Specifically for Footwear! 


NOTE TO SHOE MANUFACTURERS: For somples and applicaiion information, 
coniact Goodyeor, Foam Products Division, Akron 16, Ohio. 


Airfoot-T.M. The Goodyear Tire & Rubber Company, Akron. Ohio 





there was a young woman 
who “lived” in a shoe 
she found it so soft 
yet shape-holding too, 
wherever she went 
she'd walk, not ride, 
the secret, my friends... 


there's 


PRLLOY 


Inside! 











PELLON is the ideal inner-construction 
textile for footwear: 


1. SOFT RESILIENT INNERSOLE . .. will not 
crack, harden, wrinkle or curl .. . it 
absorbs perspiration. 


2. DOUBLER — PLUMPER — BACKING... 
Pellon has the same random fiber pat- 
tern as leather . .. reduces pipeyness .. . 
adds depth to all leather and shoe fabrics. 


3. Box TOE .. . soft yet super-resilient 
thanks to isoelastic quality of Pellon. 
Pellon conforms perfectly to the last. 


PELLON CORP. 
Empire State Bldg., New York 1, N.Y. 
Shoe Sales Division: 


IRVING J. FIFE & CO. 


432 4th Avenue, New York, N.Y. 


Informative little consumer 
booklet, “There's Pellon Inside, 
available for insertion in 


your shoe boxes. 


®Pelicn, registered trademark of the Pellon Corp. 
Produced & manufactured under patents exclusively by Pellon Corp. 
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QUALITY... Quality has always been the buyword in all BECKWITH products. The smart 
shoe manufacturer knows that quality is his only smart buy in box toes. 
UNIFORMITY... Uniformity in all types of box toes is a vital essential on the shoe produc- 
tion line. Beckwith-Arden turns them out by the millions, precision made and as uniform as 
peas in a pod. 

STYLE...Smart shoe styling is the major sales appeal all the way from the designer’s drawing 
board right to the consumer. Beckwith-Arden box toes not only conform to the most delicate lines 
of the last but faithfully retain the style and beauty throughout the life of the shoe. 
SERVICE... Service at Beckwith-Arden means cooperative follow-through after their 
products have reached the shoe factory. Expert advice and technical assistance are always 
readily available to assure the shoe manufacturer top efficiency in his box toe operation. 


Clecbeithe/-dadlen- 


203 Arlington Street - Watertown, Massachusetts 


SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin — Milwaukee © Beckwith Box Tee, Limited, Sherbroeke, P. Q., Coneda 
Victory Plastics Co., Hudson, Mass. * Sofety Box Toe Company, Boston, Mass. * AGENTS: Wright-Guhmon Co., St. Louis, Missouri 
Dellinger Soles Co., Recding, Po. * The Geo. A. Springmeier Co., Cincinnati, Ohio * Factory Supplies, Inc., Milwaukee, Wis 
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A Guide to Your Child’s 
Foot Growth 


« 
a 
‘ 


€CLEKK EEE SX. 


act CmECE 


6 mos. to 6 yrs 4108 weeks Every 4 weeks 


The Customer-Service that serves you 


6 to 10 yrs 8 to 12 week Every 8 weeks 


When you use Avon’s Foot Growth Chart to educate parents about shoe | 
10 to 12 yrs 12 to 16 weeks Every 12 weeks 
12 to 15 yrs 16 to 20 weeks | Every 16 weeks 


size checking, you gain the extra profits in this sound, increase-shoe- 
15 yrs. and over | Every 6 mos to age 20 Every 6 mos 


pairage p!an. Make it work for you. Order chart in store-display-size and 


in pocket-size giveaway for parents from Avon FREE. 





For Pete’s sake...and Patty’s, too- 


only the best will do! 


What's best for them 


You get the extra selling power that belongs to the best when 

you specify Avonite — the sole that’s earned a name for quality 
with your customers. Its distinctive talents for long waterproof 
wear, greater flexibility, balanced comfort, are powerful persuaders 
that put extra profits in your till. . . that bring satisfied customers 
back to you, season after season, to the shoe and the store 

that offer the best -AVONITE. 


not on all shoes... just the best ones 


AVON SOLE COMPANY, Avon, Mass. 
HIGHEST QUALITY SOLES for 48 years 





Tweedy, Hi-button boot 
pointedly fashionable 
on any avenue of pur- 
suit! Misses’ & Women’s 
Sizes. 


NEW-POINTED LASTS! 
NEW-COLLAR MATERIALS! 
NEW-EXCLUSIVE FABRICS! 


NEW-STYLES! + NEW-PRICES! 


Herringbone Haven 
delightful pattern with 
fur-like collar that laces 
in lightweight luxury! 
Women’s & Misses’ 
Sizes. 


DON’T HAZARD A 
BUY UNTIL YOU’VE 
SEEN WHY... 
BRISTOLITE’S 


line for ‘59 will take 
everyone by 
storm... 


Flip, Zip and it’s ready 


for drifts or puddles; 
interlined for colorful 
warmth; new fur-like 
cuff materials. Women’s 
& Misses’ Sizes. 


Butter-Soft — for pow- 
derpuff ease, colorful 
linings designed to 
please. Women’s & 
Misses’ Sizes. 


BRISTOL MANUFACTURING CORPORATION 


BRISTOL, RHODE ISLAND 


—— 


‘‘'Where Teamwork Builds Fine Footwear’ 





Sharp Rise in ‘Synthetic’ Shoe 
Imports from Japan Expected 


KOBE, JAPAN—A tremendous 
increase in exports of low-priced 
men’s and boys’ non-leather shoes to 
the United States is in the making. 

Some Japanese trading companies 
in this area are planning to export 
to the U. S. very large quantities of 
“synthetic” shoes (as they are called 
here) in the first half of 1959. Syn- 
thetic shoes have rubber soles and 
vinyl uppers. 

Production of synthetic shoes in 
Japan is now running at the rate of 
10 million pairs per month. This 
rate reflects a much sharper rise in 
output than had been anticipated 
only a few months ago. 

Manufacturers here are concerned 
over whether or not an unfavorable 
reaction by U. S. manufacturers may 
result in higher U. S. duties or U.S. 
import quotas. Either is a distinct 
possibility. 

The average retail price of a pair 
of synthetic shoes in Japan is $1.62 
(580 yen). It is believed the im- 
ports would sell in the U. S. at about 
$3 a pair. Potential American mar- 
ket is estimated by one Japanese ex- 
porter at 1 to 2 million pairs a year. 


December Shoe Production 
10% over Same Month of °57 


WASHINGTON, D. C.—Produc- 
tion of footwear in December in- 
creased to 48.6 million pairs, the 
Census Bureau reports. This total 
is 10 per cent above the 44.3 mil- 
lion pairs produced in December, 
1957, and 8 per cent above the 45 
million pairs produced in Novem- 
ber, 1958. 

Men’s dress and play shoe pro- 
duction of 7.1 million pairs was 12 
per cent above the level of 6.4 mil- 
lion pairs for December, 1957, and 
14 per cent higher than the 6.2 mil- 
lion pairs produced in November, 
1958. Women’s dress and work shoe 
production of 15.5 million pairs in 
December, 1958, represents an in- 
crease of 14 per cent from the 13.6 
million pairs for December, 1957, 
and an increase of 18 per cent over 
the 13.2 million pairs made in No- 
vember, 1958. 

The output of all other footwear 
in December, 1958, was 7 per cent 
higher than December, 1957, and 
2 per cent greater than November, 
1958. 
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Snow, Cold Weather Hit Syracuse Show 


By ESTELLE G. ANDERSON 


SYRACUSE, N. Y.—Timing and 
weather are two of the most impor- 
tant considerations as far as shoe 
manufacturers and retailers are 
concerned. That applies to daily 
eperations within their stores and 
factories and to industry shows as 
well. 

Weather here on January 18, 19 
and 20 was rugged, cold, blustery 
and gusty. Snow fell across the 
country and especially in Syracuse, 
where the Empire State Footwear 
Association held its 10th annual 
show at the Hotel Onondaga. 

Radio and TV broadcasts warned 
that the weather would worsen and 
that may have “scared” some of the 
merchants in the outlying districts 
from attempting the trip to market. 
It would account, to some extent, 
for the slight drop in attendance as 
compared with last year. 

In general, however, this was 
considered a good show—because 
those who came, from as far away 
as Erie and Williamsport, Pa., and 
Lake Placid, Watertown and James- 
town, N.Y., came with a purpose. 
They came to buy summer merchan- 
dise. 


150 Lines on Exhibit 


There were approximately 150 
lines exhibited, including men’s, 
women’s and children’s shoes and 
protective footwear. Basics are al- 
ways good ... the new numbers 
and novelties, stimulating. In wo- 
men’s shoes, pattern and color were 
important. The question of double 
needle, needle or modified toes was 
still debatable; but merchants 
bought according to their knowl- 
edge of customer preferences. 

There was a good deal of interest 
in whites and whites with color— 
as well as the sun and fruit colors, 
combinations and ombres — in 
smooth and _ textured leathers, 
straws and fabrics. Novelty clo- 
sures, ranging from a contrasting 
elastic laced-to-the-toe women’s and 
girls’ casual to Shu-Lok closures on 
protective footwear, proved good 
selling points. 


Interest in the men’s category 
centered on conventional light- 
weights and casuals, with emphasis 
on softness, flexibility and colors 
such as light or pearl gray, vicuna, 
cinnamon, black and red. 

Most of the orders placed called 
for deliveries at once up to Easter 
and post-Easter. As far as prices 
were concerned, they were stabi- 
lized and, generally, manufacturers 
reassured the retailers that the 
shoes would be delivered at today’s 
prices. 


New Officers Named 


A new slate of officers was elect- 
ed. They are: John Funnell, presi- 
dent; Howard Peer, first vice-presi- 
dent; Bruce Quimby, second vice- 
president; Edward Fox, treasurer; 
Rollin Tuttle, secretary; George 
Bowker, sergeant-at-arms. John 
Quinlan, outgoing president, be- 
comes chairman of the board. 

As at previous meetings, timing 
of the show was the No. 1 topic of 
discussion. There were varying sug- 
gestions as to dates, June or No- 
vember especially. However, when 
it came to a “show of hands,” the 
majority indicated that January is 
still the most convenient, timely 
and best suited month for the show. 
It was suggested that the board, at 
its discretion, perhaps try to move 
up the show to one week earlier in 
January. Weather in the past two 
or three years had been milder ear- 
lier in the month. 

This RECORDER representative had 
an opportunity to briefly bring up 
the subject of Representative 
Charles O. Porter’s proposed shoe 
labeling bill and to point out how 
costly it would be to the industry— 
in time, money and lost sales—if 
the bill goes through. Rollin Tut- 
tle, secretary of the Empire State 
Footwear Association, is going to 
formally state the association’s op- 
position to the bill in a letter to 
Representative Porter and _ indi- 
vidual members will write to their 
congressmen to voice their position 
as well. 
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Will °59 Be Top Year for Western Footwear? 


700 Flock to Denver to Buy Boots, Mocs 


By VIVIAN ANDERSON 


DENVER—The biggest boot- and 
moccasin-buying show ever held in 
this area and possibly in the entire 
country was the three-day spring 
and summer showing of the Rocky 
Mountain States Men’s Apparel 
Club at the Albany Hotel here in 
mid-January. 

Seven hundred retailers came 
from 192 cities in 29 states as far 
east as Connecticut, and from 11 
Canadian cities to buy western ap- 
parel. Twenty major boot com- 
panies, seven moccasin lines and 
lines of men’s work and 
dress shoes were represented at 
the show, making up about one-fifth 
of all western apparel displayed. 

An executive of a top boot com- 
pany which sells 225,000 pairs a 
year predicted that 1959 will be the 
biggest boot year yet, with more 
sales in the eastern states. Im- 
petus in the Colorado retail area 
is the 1959 year-long “Rush to the 
Rockies” Centennial celebration, 
during which school children, busi- 
ness men, workmen and their wives 
will dress in western and Maverick 
style clothes and boots. 


several 


Growth in Volume Lines 


While ranchers, stockmen and 
rodeo stars buy the expensive hand- 
made boots from $75 up, volume 
lines are showing steady increases. 
Two top executives said that their 
companies are making and selling 
four times as many boots; several 
sales managers said that they had 
never opened so many new accounts 
or sold so many pairages to old ac- 
counts as during the show here. 

Increased popularity of riding 
clubs throughout the country and 
Canada, and increased casual living 
among all American classes are 
factors, they said. 

What, in boots, was selling? Wel- 
lington lines were noted as “ter- 
rific.” Softness of leathers, com- 
fortable walking heels have made 
Wellingtons a “must” in all stores. 
In one of the Wellington lines, de- 
mand was for a smooth-out retan 
in 9” and 10” boots retailing at 


14 


$15.95 and $17.50. Tall boots with 
more decoration and with color- 
stitching on vamps are gaining in 
popularity. American retailers buy 
walking heels for the most part; 
Canadians still prefer the high rid- 
ing heels, but there is a tendency 
in some lines to a slightly-higher 
heel. 

A new boot popular among buyers 
had a 10” deep scallop top, and a 
15,” deep underslung heel. Another 
popular new boot, called the “tall 
Texan line,” was selling with 1414” 
tops, full leather-lined vamps, hand- 
boxed toe and leather sole, leather- 
based walking heels, in five colors, 
black with white, black vamp and 
red top, black with turquoise, all 
black and all brown. (Retails at 
$22.95.) 

Another line (retailing at $39.50) 
selling in volume was a 14” panel 
boot, handmade toe, with stitched 
pattern and inlay. Old-timer ranch- 
ers still like riding heels ®n 10” 
boots, according to orders placed 
at still another salesroom. 


Children’s Categories Increase 


Big story in the boot resume here 
was in the varied leathers used and 
in the increased lines of children’s 
and infants’ boots shown. In horse- 
hide 12” boots, browns were gain- 
ing in popularity, these retailing 
for $36 up. In the same line, re- 
tailers were buying for women a 
pearlized leather, squared off toe, 
French-like “Bootee,” retailing at 
$27.50. 

One firm reported large orders 
for a new Piute leather boot, or- 
nately stitched and with double 
medallion toe and deep scallop, re- 
tailing for $31.50 in the 12” size; 
$23.95 in the 10” boot. Genuine 
ostrich leather, some of which is 
imported from Holland, was popu- 
lar in makeup orders, retailing at 
$67.50 up. In another quality line 
of handmade boots, matching hand- 
made hats were also being ordered 
in volume. 

In most lines, prompt deliveries 
were promised from in-stock. 

Volume sales were reported, too, 
on veal tops, kangaroo-finished kip 


vamps, kid tops, full-grained glove 
leather, full leather-lined Texas 
ropers and workmen’s ropers with 
full-grained reversed retan in nat- 
ural color with Neoprene cord soles. 
Popular in infants’ and children’s 
lines were stovepipe boots with 
white tops with gold inlay and 
black bottoms, and children’s roper 
lines made exactly like adults’ wear. 

Interest was big in a new side- 
zippered, kangaroo- finished kip 
jodhpur boot, and in a 7” western- 
type campus boot with scalloped 
top, selling retail at $27 in natural 
horsehide and suntan shades. 

Buyers said there is a growing 
demand for western-type boots on 
campuses. In the $45 retail field, a 
popular number was a 12” moccasin 
boot with plain vamp and deep 
scallop and made of combination 
horsehide and calf. Important make- 
up orders included a $125 retailer, 
a 12” scalloped boot of imported 
Holland ostrich in seashell and nat- 
ural ponyhide shades, and _ stove- 
pipes with ranch mink tops, costing 
$400 to $1000, made up for wealthy 
ranchers and rodeo stars. 


Italian Influence Seen 

Deerskin is the most popular ma- 
terial in men’s, women’s and chil- 
dren’s lines, but buffalo and elk are 
holding up well. Italian influence is 
noted in stress on lightweight and 
slim lines. Featured were squaw 
boots of imported African deerskin 
uppers, molded rawhide soles, or 
with ocelot uppers, retailing at 
$7.95 to $14.95. 

After-ski boots sell in volume at 
this show as well as casual mocca- 
sins and beaded-type patio and 
Toreador wear to go with squaw 
dresses, Toreador pants and square 
dance apparel. Quality of work- 
manship and material plus light- 
ness of weight have given impetus 
to volume-selling in quality mocca- 
sin-type wear, buyers said. 


Kaplan Denies Sale ‘Rumors’ 

BOSTON — Kivie Kaplan, trea- 
surer and general manager of Col- 
onia] Tanning Company, Inc., last 
month “emphatically denied” what 
he described as “many rumors 
about Colonial’s business being 
sold.” Mr. Kaplan said there had 
been no sale and the company will 
continue under its present man- 
agement. 
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White Calfskin Strong 
At St. Paul Showing 


By DONALD M. LYONS 


ST. PAUL, MINN.—Whites and 
pastel colors shared the spotlight at 
the Summer Shoe Fair sponsored by 
the Twin City Shoe Guild at the St. 
Paul Hotel here, two weeks ago. Al- 
though there was considerable inter- 
est in all kinds of white shoes, the 
greatest sales strength was on calf- 
skins. However, nylons, satins, linens 
and other fabrics moved well. 

The new luster leathers in pastel 
shades also were bought heavily, and 
both straws and prints got the nod of 
buyers. Closed heel and closed toe 
was the general story, but the open 
sling pump also got good acceptance. 
The latter was in the minority, how- 
ever. 

Color was said to be important for 
summer, and straws in such shades 
as pink, beige, orange, green, light 
blue, medium blue and black (in ad- 
dition to white) sold well. Fabric 
prints also were in demand. Both the 
straw and print shoes were coordi- 
nated with matching bags. 

Spectators in combinations of 
white also were predicted to be a 
leading style come summer. One ex- 
hibitor pointed out that casuals as 
well will be very important. 

While traffic appeared to be some- 
what light, one salesman pointed out 
that there were not many “lookers”’ 
at the show. Merchants who at- 
tended came to buy. 


Williams Shoe, Ltd., to Make 
Jarman Footwear in Canada 

NASHVILLE, TENN.—Williams 
Shoe, Ltd., a wholly owned subsid- 
iary of the J. A. Johnston Company, 
Ltd., of Brockville, Ont., will manu- 
facture and distribute Jarman men’s 
shoes in Canada, under an agree- 
ment with the Jarman Shoe Com- 
pany, a division of General Shoe 
Corporation here. 

According to a spokesman for 
General Shoe, the Williams plant is 
being enlarged and modernized to 
make a new Jarman line. Canadian 
Jarman shoes will retail in the 
$10.95 to $19.95 range, and adver- 
tising will tie in with that in U. S. 
national magazines. Window and in- 
terior displays are being made 
available to retailers. 
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NSI Decision for Fall ’59: 


‘Brown and Black’ to Be Promoted for Men 


NEW YORK—“B. and B.”, mean- 
ing brown and black, has been 
chosen by the Men’s Promotion 
Committee of the National Shoe 
Institute as the theme of a fall 
fashion promotion in the men’s 
shoe field. 

The committee, with O. M. Pick 
of Florsheim Shoe Company as 
chairman, named brown shoes with 
black soles or black trim as the 
color combination for masculine 
footwear for fall and winter 1959. 

The 11-man group, representing a 
major share of the men’s shoe in- 
dustry, pledged unified concentra- 
tion on the “B. and B.” shoes on a 
manufacturing and styling level, 
and increased advertising and mer- 
chandising support for fall. 

Leading to the decisions of the 
NSI committee were previous stud- 
ies and recommendations of NSI’s 
Advertising Advisory Committee, 
headed by Robert G. Stolz of Brown 
Shoe Company, and the results of a 
three-city marketing test conducted 
by the National Shoe Manufactur- 
ers Association [RECORDER, Janu- 
ary 15]. 

Members of Mr. Pick’s committee 


Breakfast Panel: Blackie, 


Nordstrom, Rand, Toor 


NEW YORK — Four industry 
leaders representing manufacturing 
and retailing will air their views on 
footwear’s prospects for 1959, at 
the National Shoe Manufacturers 
Association’s “Early Birds Break- 
fast Meeting,” Tuesday, February 
17. It will be held in the Waldorf- 
Astoria at 8:15 a.m. 

The panel will include: Henry H. 
Rand, president of International 
Shoe Company, St. Louis; Harold O. 
Toor, president of H. O. Toor Shoe 
Corporation, Hanover, Pa.; William 
M. Blackie, president, National As- 
sociation of Shoe Chain Stores, and 
chairman of the executive commit- 
tee, General Shoe Corporation, 
Nashville, Tenn., and Lloyd W. 
Nordstrom, president, National 
Shoe Retailers Association, and 
president, Nordstrom’s, Inc., Seattle 
retail firm. 





included: A. H. Billet, Endicott- 
Johnson Corporation; W. E. Free- 
man, Freeman Shoe Corporation; 
Stephen Heller, William Hahn and 
Company, Washington, D. C.; George 
B. Hess, Hess Shoes, Baltimore; 
Charles Jones, Commonwealth Shoe 
and Leather Company. 

Also William O’Rourke, Brown 
Shoe Company; David Payne. Gen- 
eral Shoe Corporation; Robert Shaf- 
fer, International Shoe Company; 
Arthur Vinal, Stetson Shoe Com- 
pany, and Brent Wells, Melville Shoe 
Corporation. 

The brown and black promotion 
will be launched in the October is- 
sue of Esquire. 

Other magazines will be utilized 
in the advertising plans of the 
manufacturers, along with ex- 
panded newspaper coverage includ- 
ing extensive cooperative adver- 
tising. Several manufacturers have 
indicated that television will be 
included in their promotion of 
“B. and B.” 

Leaders of the shoe field point 
out that the promotion of brown 
and black for fall will mark the 
first time in history that all seg- 
ments of the men’s industry have 
combined for a concentrated pro- 
motion of one fashion theme. 

The decision of the NSI Promo- 
tion Committee followed an all-day 
New York meeting of the Men’s 
Shoe Style Committee of the Na- 
tional Shoe Retailers Association, 
at which general recommendations 
and style forecasts for fall and win- 
ter were submitted for action to 
the Promotion Committee of the 
NSI. 

Contemplated as steps in the 
men’s shoe industry promotion will 
be cooperative efforts with the 
men’s hat and hosiery industry, 
with the clothing groups and with 
accessories such as belts and neck- 
ties. A committee to work out de- 
tails is being assembled. 

According to an NSI spokesman, 
two other committees of the Na- 
tional Shoe Institute will take ac- 
tion at an early date on women’s 
and children’s shoes. 
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U. S. Offers Rebuttal in Brown Trust Suit 


By VIRGINIA MARSHALL 

ST. LOUIS—Dignified quibbling 
keynoted the opening of the Govern- 
ment’s rebuttal in its anti-trust suit 
fighting Brown Shoe Company’s 
acquisition of the G. R. Kinney 
stores. The rebuttal was heard in 
Federal Judge Randolph H. Weber’s 
court starting January 23. 

Government Attorney James Coyle 
said the Government was not at- 
tempting to present in rebuttal any 
cumulation of facts previously sub- 
mitted. Rather, he said, the Govern- 
ment was aiming at clarification of 
testimony, mainly economic, which 
had been offered during the major 
phase of the trial last fall. Statisti- 
cal exhibits and charts were filed to 
add to the reams already presented 
in evidence. 

Dr. Jay M. Gould of Market Sta- 
tistics, Inc., New York City, took 
the stand for the Government to de- 
fend his methods of comparing and 
evaluating Brown-Kinney market 
overlap and competition. Dr. Gould 
had testified last August for the 
Government. 

He observed that for 130 of the 
cities in which both Brown and Kin- 
ney outlets operate, he had drawn 
his figures on shoe store sales di- 
rectly from published census mate- 





Peek-A-Boot, Inc., Adopts 
New Name: Plastix Footwear 


LOS ANGELES — Peek-A-Boot, 
Inc., has changed its name to Plastix 
Footwear Corporation to signify ex- 
pansion of its product line and prog- 
ress of a development program. 

Explained Hugh A. Pollock, presi- 
dent, “We feel that our company 
name should fully represent our ex- 
panded activity into the fields of 
protective footwear for men, boys, 
youths and growing girls, as well as 
our new expansion into fields of 
footwear which are other than pro- 
tective.”’ 

According to Mr. Pollock, Plastix 
is bringing out new lines of boots 
and other footwear to complement 
its current lines for women and 
children. The company will retain 
“Peek-A-Boot” and “Weather-All” 
as its trade names for women’s and 
children’s-juniors’ boots respectively. 
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rial—which he considered more ac- 
curate for these cities than the 
method used by Dr. Joel Dean, 
economist who testified for Brown 
in November. Dr. Dean, review 
showed, arrived at shoe sale figures 
from a breakdown of all apparel 
sales in the cities, using an estab- 
lished ratio, shoes to apparel. 

Dr. Gould went at length into 
market territories and the arbitrary 
dividing points between them. 

Points quibbled over in Brown’s 
cross-examination of Dr. Gould were 
of such caliber that in some in- 
stances it was not readily apparent 
as to how they fitted into the over- 
all anti-trust case. 

3rown raised objection to Dr. 
Gould’s use of the family, rather 
than the individual, as a test group, 
since a family could theoretically 
consist of any number of persons. 

Amplification and clarification of 
previous testimony included a Gov- 
ernment objection to Brown’s use of 
the number 1300 as the total num- 
ber of shoe manufacturers. The ob- 
jection was sustained. Brown’s “Ex- 
hibit R,” the Directory of American 
Shoemaking known in the trade as 
the Red Book, was questioned as a 
bona fide exhibit, since no testimony 
had been offered to authenticate the 
preparation of facts in the book. 

For similar reasons, Brown’s ob- 
jection was sustained relative to two 
volumes of a financial school study 
which Dr. Gould wanted to use as 
sole reference for testifying as to 
the amount of money 12,500 fami- 
lies spent for shoes in 1950. 

Attorneys have until June 1 to file 
their briefs. 


Jack Gorman Will Retire 
From Dunn and McCarthy 


AUBURN, N. Y. — Jack Gorman, 
vice-president and general sales 
manager of Dunn and McCarthy, 
Inc., women’s shoe manufacturing 
firm, plans to retire from business 
completely, effective sometime in 
April. 

According to a company spokes- 
man, Mr. Gorman will complete 30 
years with the company on April 1. 

No successor has yet been named. 


Brockton Area Workers Get 
3% Wage Boost, More in ’60 


BROCKTON, MASS. — Manage- 
ment-labor negotiations in this dis- 
trict have resulted in the signing 
of a two-year contract giving work- 
ers in 12 shoe factories a 3 per cent 
wage increase retroactive to Janu- 
ary 5 of this year and a further in- 
crease of the same amount, effective 
January 4, 1960. 

The contract further provides 
that the minimum wage for this 
year shall be increased from $1.175 
per hour to $1.207. In 1960 the 
minimum advances to $1.24. No 
other changes in the 1958 contract 
were announced. 

With the exception of three com- 
panies, management was represent- 
ed at the negotiating table by the 
Associated Shoe Industries of 
Southeastern Massachusetts. The 
workers were represented by the 
Brotherhood of Shoe and Allied 
Craftsmen, an independent union. 

Announcement of the new terms 
was made on January 20, at which 
time it was assumed that similar 
agreements would be reached by 
workers and managements of other 
companies in the Brockton area. 


Fashion Coordinator Named 
For Irving and Hunt-Rankin 
BOSTON—Miss Julie Dane, well- 
known fashion authority, has been 
appointed fashion 
coordinator for 
the Irving Tan- 
ning Company 
and the Hunt- 
Rankin Leather 
Company, both of 
this city. An- 
nouncement of 
the appointment 
was made by 
Saul Stockman, 
sales manager of 
the Irving company. 


MISS JULIE DANE 


In addition to having served as 
fashion coordinator for McCall’s 
Pattern Book, Miss Dane has lec- 
tured extensively to women’s 
groups and has acted as commenta- 
tor for fashion shows throughout 
the east. She has her own television 
show on Station WHDH-TV in Bos- 
ton and has been a teacher of fash- 
ion courses. 
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the men 
who bank 

more... 
bank on 


LEATHERS 


by 
IRVING 


IRVANA 

UNIQUE 

FEATHER LEATHER 
ONYX 

LUXTAN 

UNIGLOVE 

VELNAP 

PLAYNAP 


Irving Tanning Company 
134-140 Beach Street, Boston 11, Massachusetts 


see you at the leather show, waldorf astoria BOOTHS 40 and 41 
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SOLES 


e Extra lightness and flexibility! 


e Natural appearance and feel! 

e Better wearing qualities! 

e Better gauge uniformity! 

e Better economy and price stability! 


For the first time in soling material, through a special American Biltrite 
process, VELVA-FLEX combines fibrous appearance with all the advan- 
tages of nuclear soling. 


Developed especially for casuals and flats, VELVA-FLEX is easy to work, 
extremely flexible — and so light that it actually floats. 


Write for samples. VELVA-FLEX will save you money, speed production, 
help make better-looking, lighter-weight, longer-wearing shoes. 


FROM THE WORLD'S LARGEST PRODUCER OF SHOE SOLING MATERIALS 


AMERICAN BILTRITE RUSGBER CO. 


CHELSEA 50, MASS. 
Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis 
In Canada: American Biltrite Rubber Co. (Canada) Ltd, Sherbrooke, Que. 


Printed in U. 8. A. 
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Designed for fun and sun-time activities... 


these ‘“‘Daters by College Hill” provide casual 


fashion and leisurely comfort in an easy walking shoe. 


Featured is Rueping’s full grain MANITOU leather... 
a soft, supple, lightly finished leather 


favored by today's leading shoe stylists. 


SHOES: Style No. 1562 “Melva” 
Deevers Shoe Co. 
St. Louis, Missouri 


LEATHER: Rueping’s MANITOU 
Color 4014 Cinnamon 


0 
FINE LEATHER FOR FINE SHOES 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 





CREATIVE IMAGINATION 


—“You know how to sell. You have a winning per- 
sonality. Yet without an extra added something. 
you can’t do better than just get by. 


—“The ‘extra something’ is IMAGINATION—crea- 


tive imagination. 


—“It is the magic ingredient that makes every single 
sale different from every other. 


—“It is the touch of creativity added by the sales- 
man. Without it, no salesman can reach his true 
potential.” 


—The above quote is from Elmer G. Leterman’s 
latest book, called: “The New Art of Selling.” He 
is also author of other important selling tech- 
nique literature, notably: “The Sale Begins When 
the Customer Says ‘No’” and “Personal Power 
Through Creative Selling.” 


—Among the tested, stimulating suggestions and | 
ideas in “The New Art of Selling” are some prac- | 


tical and tested techniques, such as: “How to get 
creative ideas. How to use time creatively. How 
your ‘subconscious’ can help solve selling prob- 
lems. How to establish good selling habits. How 


to capitalize on your strong points and strengthen | 


your weaknesses. How to put creative ideas to 
work for added sales.” 


—Stanley Marcus, president of Neiman-Marcus, in 


commenting on the book, said: “Every salesman 
needs the stimulus of practical suggestions and 
ideas. Elmer Leterman’s sound advice and prac- 
tical selling tips can be most useful to ambitious 
salesmen.” 


—Now is the time for that extra, added something! 


€. B. Tn —_ per tssns Ae. 
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JUMP/NG- JACKS” 


i will tell the 


¥ 
<<] JUMPING"UACKS f 


STORY 
to more than 


11 MILLION MOTHERS 
i this spring! 


? Jumping-Jacks ads will appear 
S this spring in Modern Romances, 
True Story and True Confessions 
.in full color and black and 
white . . . from February through 
May! The readers of these 
“Romance Magazines” represent 
the most concentrated group of 
K mothers with children-under-ten 
in America*. Jumping-Jacks be- 
lieves in aiming its advertising 
ammunition where the ducks 
(... or should we say: “‘storks’’?) 
are flying! ...to build more 


ic Jumping-Jacks sales for you! 

















*Except Parents’ Magazine and My 
Baby and Baby Talk . . . where we reach 
6 million MORE mothers! 


VAISEY-BRISTOL SHOE CO. 


Monett, Missouri 








-— The new BRUWNS 1n leather shoes 


This 
full-color, 
3-page 
section, 
will appear 
in Esquire 
magazine, Fated erin 


new BROWN leather shoes a 


Apri ; 1959 with apparel BLUES! === 














PERFECT NEWS SELLS SHOES... “‘extra’’ pairs 
of shoes! The big news this spring 

S FLLI N G is true brown leather shoes to go with 
suits, sportswear in the new blues. 

This exciting, sales-making news 


HARMONY is being widely promoted by the 
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with the new apparel BLUES! 


entire men’s wear industry! 


Leather Industries of America will 
spearhead a nationwide promotion 
with a three-page, full-color section 
inthe April issue of Esquire magazine 


... pre-selling the rich browns you 


LEATHER WOUSTRIES OF AMERICA 


have bought for spring selling. 


A complete merchandising pack- 
age has been prepared to help you 
sell those ‘‘extra’’ pairs of shoes 
in the new browns. It is available 


on request without charge. 


LEATHER INDUSTRIES OF AMERICA 


411 Fifth Avenue, New York 16, N.Y. 
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- DESIGN 


A constant watch on milady’s style preference keeps 
Dickerson designers always a season ahead (yet 
without sacrificing Comfort Shoe features). 














COMFORT SHOES 


‘the smart shoe that’s really comfortable’ 


THE WALKER T. DICKERSON COMPANY 


326 S. Front St., Columbus 15, Ohio ¢ 417 Marbridge Building, New York, N. Y 


ee ee ee ee ee 


A salute to the 
American Look in 


AMERICAN LEATHERS 
for Autumn and Winter 1959 
will be officially exhibited 


FEB. 17th & 18th 


WALDORF-ASTORIA 
NEW YORK CITY 


TANNERS'’ COUNCIL of AMERICA, INC. 411 Fifth Ave. New York 16, N. Y. 
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Style 2145 


Style 2101 Black 


Black 
Style 2112 
Brown 
Companion 
Shoes in 
Boys’ Sizes: 
Style 323 
Black 

Style 324 
Brown 


Style 2143 

Black 

Style 2113 Style 2144 ° . 
Black Grain ~s.t Advertised in 
Style 2114 


Brown Grain LIFE and ESQUIRE 





Yorktown brings you wide coverage 

of top-selling Ripple Sole® shoes for 

the important middle price market... 4 attractive 
styles including 2 patterns in woven or perforated 
leathers. They are all available IN STOCK... 

in B, C, D, E and EEE widths. 


IN STOCK FROM ONE SOURCE: 
128 STYLES FOR MEN, AA-EEE; 6-14, $10.95-$14.95 retail FOR MEN AND BOYS 
26 STYLES FOR BOYS, A-EE; 22-7, $8.95-$9.95 retail 








Three Generations of Fine Shoemaking 


Write now for catalog or for salesman to « Il 
GARDINER SHOE CO., INC., MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT, GARDINER, MAINE 
NEW YORK SALES OFFICE: Marbridge Bldg., 47 W. 34th Street 
FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles Street, Los Angeles 
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o w ” 
te) presents the Topper 


...an eye-catching new pump featuring a toe 
that points to fashion _— pinked, perforated vamp 


and chic court heel. Beautifully crafted mn 


# 345 Red Rose and Black... by Dori Shoe Company, Lynn, Mass. 





# 3308 Bone... also in #507 Flight Blue 


E. HUBSCHMAN @& SONS, INC., Philadelphia 23 * Fashion Office: Empire State Building, New York 1 
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NEW GIANT SIZE 


DOUBLE PROFITS 
on every Lanol-white sale | NEW! 
plus GIANT SIZE 


BIG BONUS | SAVE 10¢ 
INTRODUCTORY FS@UIRE 


1 anol 


, | 
f x a ent 
ee 
j 1h TL 
Wi be FOR ALL WHITE SHOES | | 


























SUPER RUB-OFF RESISTANT 


CONTAINS MORETHANTWICETHE Order Now! 

QUANTITY OF THE 3-0Z. BOTTLE. 

Big new SIZE...Big new DEAL...Big new ‘THIS OFFER ENDS MARCH 31. 
PROFIT! You get 12... pay for only 11...in this 

sensational Introductory Deal on the new giant G IANT AD CAMPAIG N! 
size ESQUIRE LANOL-WHITE! And how your 
customers will go for this big economy size that 
saves them 10¢ on every package! 


All America will be pre-sold — as never before — 
on ESQUIRE, the first name in shoe polishes. 


ye LEVI 10 A steady barrage of TV 
§ N spots reaching every cus- 


tomer in your area. 


| 

| 

i 

I 

| 

| 

4-color full pages in | 
MAGAZINE | 
| 

| 

| 

| 

a 


More money in your pocket, too, because every 
time you sell the big 7-0z. bottle of ESQUIRE 
LANOL-WHITE, you ring up a double sale—and 
you make better:than double the usual profit! 
So cash in on the ever-increasing demand for 
America’s biggest selling white shoe polish. And 
get in on the big mark-up this new giant size con) ees RN 

ESQUIRE LANOL-WHITE brings you. HL EALEPING SE) Redbook Fs 


Product of KNOMARK, INC., Brooklyn 11, N. Y. 


Plus big space ads in 


LIFE 
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the Roman Look il in American-made Footwear 


Crosby 
Square 


Caesar Process Shoes 
, ~ % 


FLEXIBLE 





Imaginative Crosby Square takes 
Italy’s most fashionable shoe 
styles — gives them American- 
made comfort and craftsmanship. 
Result: The important imported 
look in Caesar Process shoes that 
glove your feet in easy elegance. 
$15.95 and $16.95. 


Top Left: 868; Black Calf, 3-evelet, pillou- 
embossed insert. Also in Club Brown 





Top Right: 840; 4-evelet, Black Calf with 
Black Morocco grain 
Bottom: 858; Black Calf, 4-eyelet wing-tip 
Also in Club Brown 


THE HOUSE OF CROSBY SQUARE, MILWAL EE 12 . MA ERS OF 
4.219 

a f - ° 

costs, This advertisement is appearing in j Shoes shown are available for 

' ‘ j Ce al y Y . . 

: ; ESQUIRE - APRIL; issued March 19 / AT ONCE shipment 

. 4 GENTLEMAN'S QUARTERLY -MARCH: issued Feb. 24 } 

Fag / 
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THE QUALITY LEATHER 





+ 
Or 
w 
pred, 


a golden fashion 


promotion 


fall ’59 


THE LEATHER CO. GIRARD, OHIO 


30 
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@ Congress is considering the shoe labeling laws: the FTC 
investigates ““deceptive practices” in shoe marketing. 


@ The New York Central and the Pennsylvania 
Railroad are making up their minds whether 
to withdraw from the Railway Express. 








® Slap-on-the-wrist labor reform is the only type 
likely to get through Congress in 1959. Busi- 
ness management partly to blame. 


Baker Reporting from WASHINGTON 








e Government interest in shoe labeling is perking up on several fronts. In 
both the Senate and in the House of Representatives, bills calling for com- 
pulsory shoe labeling are now under active consideration. 

Also, at the Federal Trade Commission, an investigation of shoe market- 
ing practices is under way. The FTC calls it an investigation of “deceptive 
practices” in the marketing of footwear. 

On all three fronts, activity is increasing. 

Keep a sharp eye on the FTC investigation. If the Commission comes 
to the conclusion that misbranding of shoes is widespread, it will report to 
the Congress that it has “proof” of the need for a federal shoe labeling law. 

In the St. Louis and Kansas City areas, for example, FTC investigators 
are checking carefully for signs of misbranding, false or misleading claims, 
or any “deceptive practices” in any way connected with the marketing of 
footwear. 

The checker-uppers are peering into factory records, examining jobbers’ 
files, and are giving an especially close check to operations at the retail level. 
This applies both to independents and chain outlets. 

If the investigators find evidence of improper claims in the marketing 
of shoes, the case for a federal label law will be substantially strengthened. 
Conversely, if they don’t, the case for a national labeling law will be set 
back—even killed. 


° The big Eastern railroads are expected to decide within the next few 
months whether or not they'll withdraw from the Railway Express Agency. 

Both the New York Central and the Pennsylvania Railroad are making 
studies of their Railway Express costs to see if they can move this kind of 
freight cheaper themselves. 

Railway Express is owned and operated collectively by most of the 
nation’s railroads. But withdrawal of a few large roads would be the signal 
for most smaller roads to follow. 

The New York Central, a major contributor to Railway Express, says 
it loses about $11 million a year on this operation, and it wants to withdraw 
at the end of 1959. A deadline of April 1 has been set for a decision by 
other roads as to whether or not they want to pull out at the end of the 





year also. 
Eastern roads claim they are asked to contribute too much to Railway 
Express, while Southern and Western railroads don’t pay enough, it is said. 


a Labor reform—that is, any meaningful reform—won’t come in 1959. 
What we'll probably get is the slap-on-the-wrist type of “reform” such as was 
backed in 1958 by Sens. Kennedy, Ives, and the AFL-CIO. 

Almost every Senate and House member will tell you privately he’d “like 
to vote” for cleaner labor-management relations. “But what can you do?” 
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@ New increase in Railway Express rates on less- 
than-carload shipments blocked by the Inter- 
state Commerce Commission. 


Keep ort from @ College enrollment sets new record with 200,- 


WASHINGTON °°. er 


they shrug. “We're not going to bust up the labor movement just to catch a 
few crooks.” 





And the sad truth is that top management in many firms is not anxious 
for reform because of questionable deals they’ve entered into with some 
labor bosses. Example: Records of the McClellan (Senate) investigating 
committee disclose embarrassing examples of management officials who made 
deals with James Hoffa (and other officials of the AFL-CIO Teamsters) for 
the purpose of crippling their competitors. 

One area that cries out for reform is the weakness of the Taft-Hartley 
law that permits secondary boycotts. Again, most congressmen will tell you 
privately of their shock and distress at seeing innocent firms hurt and even 
driven out of business because of secondary boycotts against them. But there 
is little evidence that the new Senate and House will have the political courage 
to pick up this hot potato and dispose of it. 

Secondary boycotts are a very effective weapon of the unions. Balky 
firms can be brought to their knees quickly when faced with lost sales and 
shutdowns. But the pro-labor character of the new Congress precludes any 
possibility of correction here. Ike probably will ask Congress to clean up this 
area—but to no avail. 


The Interstate Commerce Commission has held up a proposed rise in 
Railway Express rates averaging 314 per cent. The higher rates would apply 
to less-than-carload shipments. 

The ICC blocked Railway Express from putting the higher rates into 
effect on January 1, as had been planned. The ICC wants to study the situa- 
tion in detail to find out how big an increase—if any—is warranted. It can 
take up to seven months to complete its investigation. 

The National Retail Merchants Association had protested the higher rates 
proposed by Railway Express. 

This increase in rates is separate from the 15 per cent increase which 
became effective last Nov. 11. 


Enrollment in the nation’s colleges and universities is continuing to 
grow by proverbial leaps and bounds. These students thus represent a rapidly- 
expanding market for the footwear trade. 

Latest figures from the U. S. Department of Health, Education and 
Welfare show that this fall’s enrollment of full and part-time students in 
colleges and universities hit an all-time high of 3.25 million. 

This exceeds the previous record by almost 200,000—a gain of 6.2 per 
cent. It is the seventh consecutive year that new records were set in college 





enrollments. 
Of the total, 2.1 million are men and 1.1 million are women. The 
increases in enrollments over last year were about equally split between men 


and women. 


It’s now official that the U. S. birthrate fell off last year. The rate of 


decrease was one per cent. And marriages were off even more—by four per 


cent from the previous year. 
Government experts blame both drops on last year’s recession. However, 
(CONTINUED ON PAGE 71) 
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BEARFOOT best for Pais. feet 


Beautiful colors — always firm, yet feather light. 


Leading shoe manufacturers 
style with Bearfoot because they know they are backing their own good name with 
America’s most dependable sole for long wear, trim appearance, wide color range, 
and a variety of types adaptable to all shoe manufacturing methods. Bearfoot’s 
famous Aijirflex, nuclear Airolite, and a new Bonwelt sole are available in all popular 
fall colors, attached heel soles or reduced shank soles with matching heels. 


Write for samples of any of these types available in a full range of sizes for all the family. 
illustrated: growing girls, Style 422, 12 I ball, 8 I shank, 43/8 attached heel. 


EXHIBITING... Allied Products Show... FEB. 14-17, 1959 + NEW YORK TRADE SHOW BLDG. » BOOTHS 21-22 (SECOND FLOOR) 
THE BEARFOOT SOLE COMPANY, INC. WADSWORTH, OHIO 


Boston: 210 Lincoln Street, H. T. Fogg, Manager * Milwaukee: 1931 S. Allis, Atkinson Sales Co. 
St. Lovis: 1602 Locust Street, D. W. Murray, Manager * Glenside, Pa.: 124 S. Easton Road, R. L. Stiles & Co. * New York: 225 West 34th Street, Homer Bear 
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STYLE NO. 6380 


ENDICOTT [-) JOHNSON 


...A& Famous Family 
Name in Shoes 


Endicott Johnson Corporation 
Endicott 1, N.Y. 








Kids love them . . . they get the nod from Mom . . . you move them 
fast because of their many selling features: Famous Guide-Step 
principle in some styles, Permacounters that won’t break down, Pacifate 


linings, nylon thread throughout. E-Jays are styled for kids... priced 
for parents... profitable for you at $5.95 to $6.95 


©, National 
(- ay S 9 SD) hae 
‘$7 in PARENTS’ 


and E-JAY GUIDE-STEPS 


STYLE NO. 2485 
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by JOHN REILLY 


Kditorial 





Labeling: 


Tag Day 


Danger Big Government at Work! 

Day in, day out the legislative grist mill rolls on, re- 
lentlessly grinding out laws directly affecting the welfare 
of every one of us. 

On the opening day of this 86th Congress, over 2000 
bills were dropped into the hopper of the lawmaking ma- 
chine. Among them was the Porter Bill (HR 1320), 
which, if passed, will tie a tag on every pair of shoes 
made and sold. This label will list in common generic 
terms the materials of which the shoes are made. On 
several occasions we have discussed the needlessness of 
this bill and the burden of detail it will place on manu- 
facturers and retailers. 

The day after HR 1320 was introduced we interviewed 
Congressman Charles O. Porter, sponsor of the measure. 
We saw at first hand an example of the impetuousness 
with which a politician will sponsor legislation which 
interferes with the orderly procedures of an industry. 
The record of the Porter interview is printed in full on 
page 41 of this issue of Boot anp SHoE Recorper. Read 
it carefully. 
> Let it be noted here and now that Congressman Porter 
told us that he introduced his bill at the request of one 
constituent, Wilbur Gardner, an Oregon shoe repair shop 
owner, “who,” says Porter, “began to find that there is 
a lot of concern about the quality of shoes.” 

In addition, Porter admits that he has not been asked 
by any consumer group to sponsor shoe labeling. 

The story of the role that this sincere Oregon shoe- 
maker has played in bringing a shoe labeling bill before 
Congress and how he has “lost the ball to Washington” 
will be found in the person-to-person interview by Bill 
Rossi with Gardner in his Medford, Oregon, repair shop 
(pages 42 & 43 this issue). Read it carefully. 

@ Remember, Porter's measure will, if it becomes law, 
affect everyone who makes, distributes or sells shoes. 

> Incredible though it may seem, Porter frankly admits 
that he did not consult with anyone in the shoe industry, 
manufacturer or retailer, before introducing his bill. 
Moreover the Congressman, at the time of our interview, 
stated that he had never been inside a shoe factory, but 
intended to visit one soon. 

The Congressman has never sold any goods at retail. 


February |, 1959 


He has little idea of the size of the shoe industry, its 
volume at retail or the important role it plays in our 
economy. 
> Yet he has introduced a bill which will vitally affect this 
$4 billion plus industry and the hundreds of thousands 
of people it employs. 
> He is determined to press for hearings before the House 
Interstate and Foreign Commerce Committee. 
Congressman Porter told us that he had not read the 
transcripts of the hearings on the Neely (Senate 1935) 
(House 1936) bills. Had he done so, we 
think, his grasp of the enormity of the problems involved 


and Bierman 


in administering a shoe labeling law would have been 
considerably improved. The Congressman wants no part 
of conferences with qualified industry people before public 
hearings. We suggested that such conferences might 
result in a new draft of his bill. 

> Porter insists, “Everything will come out in hearings.” 

The cost of the hearings to the industry in time and 
money, and to the taxpaying consumer in dollars, will 
be great. This does not seem to be important to the Con- 
gressman. Costly as they will be, their price will be 
negligible, in terms of the consequences in dollars and 
time consuming detail to the industry, should the bill 
be enacted. 

Shoe labeling is a frontal attack on one of the basic 
concepts of merchandising: the substitution of a label for 
the integrity of the manufacturer making the shoes and 
the retailer selling them. 

Tag day for shoes can mean Tag Day for dozens of 
consumer goods items. Manufacturers and retailers, large 
and small, had better recognize this fact here and now. 
An object lesson can be learned from Gardner, the small 
shoe repairman, whose persistent voice is crying in the 
wilderness. 
> If the voice of one obscure repairman has fallen upon 
the sympathetic ears of Porter—how much more effective 
and persuasive can the strong voice of a united industry 
be with other members of Congress! 

Time is running out, Congressman Porter expects hear- 
ings soon. Everyone in shoe business should register 
his vehement opposition to this needless restraint and 


interference in the industry. 





THERE’S A WHOLE NEW WORKED‘ 


Shining brightest in the fashion firmament for fall style discovery . . . a 


glittering galaxy of important kidskin leathers with Amalco star appeal. 


Superb new Amalco tannages in fashion kidskins and color-locked kid suedes 
in an array of new brights, demi-tones and darks, Amalco fashion kidskin 


leathers to add new texture and color excitement to the shoe silhouette for Fall °59. 
Explore the new world of kidskin stars by Amalco . . . fashion right 
kidskins for weightless shoes soaring in new style directions for Fall. 
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“TV: , — 


z 


<= 


Is te SR y Bits i y a 3M 
Snaleos | a aeiere: Sie og fe? SGP , Z | G 


ihe 


Sz 


7S SHRUNKEN GRAIN KID 


deeply indented patterns 


mF \| 
NEW DELHI t+ EVERKLEEN 


new lustre kid color-locked wonder suede 


= te for swat as Nae 
w York Fashion Office : 

71 West 35th Street 

New York 1, New York 


AMALGAMATED LEATHER 
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IDSKIN LEATHERS 


— 


BY 


textured, soft kid satin-smooth kid 


Ne SOFTEE S< DELLINE 


* ALI 36 RUFFINI 


improved glace kid fingerprint nap suede 


ESO Leather ow Waldo -talora 


COMPANIES INC., WILMINGTON 99, DELAWARE 
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The fastest selling shoes for America’s 
young daughters are made of Nylo- 
Vel, the nylon velvet originated for 
shoes by Martin Fabrics. It has rich- 
ness that appeals to everyone. Retail- 
ers choose NyloVel shoes for their 
own children. 


Special construction makes NyloVel 
trouble-free in production . . . care- 
free for the hard usage of happy-go- 
lucky youngsters. 





FABRICS CORPORATION 
48 West 38th Street New York 18, N. Y. 








——— 


It’s the shoe trade’s velvet; used by the fore- 
most manufacturers; successfully sold season 
after season by leading merchandisers. Now 
available in these 15 smart colors: 

BLACK NAVY VANILLA ICE DIRTY BUCK 
BRIARWOOD CHESTNUT VICUNA GUN METAL 


INDIGO GENTIAN TARTAN GREEN 
SCARLET BASQUE RED SLATE GREY MIST 


Also Silver and Gold Metallics 


SALES AGENTS: 


In Missouri, Illinois, Arkansas & lowa 
ERWIN C. MANSKE & CO. 
1602 Locust St., St. Louis 3, Mo. 


Elsewhere in U.S.A. & Canada 
SHAIN & CO. 
145 South St., Boston 11, Mass. 
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AICE of the 


Taking the occasion of the company’s 
50th anniversary, to comment on the 
factors that have contributed to its suc- 
HOWARD D. SILVERMAN, 
Fast 


cess, 
treasurer of Silverman Shoes, 
Greenwich, R. I., says: 

“We believe the most important factor 
is that we always have promoted fine 
name brands along with our own good 


name. Actually, selling branded shoes 





GOOD NAME 


is a two-way highway. The manufac- 
turer and the retailer need each other; 
but the greatest effectiveness of this 
manufacturer-retailer team is realized 
when each one strives constantly to 
keep his prestige high and to make his 
name respected. The best accepted 
brand names mean little without the 
backing of a dependable manufacturer. 
“For our 50th anniversary, we used 
a double page newspaper ad in the 
Metropolitan Providence daily, plus 
copy in the local weekly—featuring 
seventeen prominent brand names and 
we tied it all in with the Silverman 
name and history, which now extends 
to serve the fourth generation of the 
families who came to my father fifty 
years ago, when he started the busi- 
ness.” 


* * * 


“We in the children’s end of the shoe 
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Trad C 


business tend to style, promote and 
merchandise like ‘mad’ in _prepara- 
tion for Easter and the other peak 
sales periods and then rest on our 
laurels until it is time to start plan- 
ning for the next peak,” says TIMO- 
THY P. WELCH of G. R. Kinney Cor- 
He “We just 


cannot afford the luxury of putting 


poration. continues: 
our promotional abilities and mer- 
chandising ingenuity to rest at any 
time during the year, particularly dur- 
ing the post-Easter selling season. 
when there can develop a ‘let down’ 
period in sales of children’s shoes. 

“Retail records will back up the fact 
that relatively few dress types are 
sold after Easter and these, in many 
cases, are for special use. But, how 
many of us have a planned program 
of styleful white dress shoes, specifi- 
cally designed for May and June sell- 
ing? Surely, if we simply utilize 
our stock of broken sizes left over 
after Easter, we cannot expect our 
But, 


if we present light, airy, summery 


customers to come ‘a-running.’ 


white dress shoes in our windows, the 
be surprisingly 
Ask the retailer who maintained his 
stock the white T-strap 
Easter last year about the potentials 
in this style group. 


results can good. 


on after 


“We don’t want to mislead anyone. 
Our remarks are aimed at the sales we 
are likely to miss—rather than the 
sales we are certain to make in this 
late spring period. By all means, capi- 
the Play 
But don’t overlook that 
important sale—The Extra Pair.’ ” 


talize on proven sellers. 


them deep. 


* ue * 


well 


“Industry-wide cooperation in 
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RECORDER 


planned and directed style promotion 
is an urgent need for the improvement 
of the men’s shoe business,” says 
SAM PEDOTT, men’s shoe buyer for 
O’Connor & Goldberg in Chicago. 
“There should be some general agree- 
ment as to what are the leading styles 
of the season. This should be a coop- 
erative effort, shared alike by retail- 
ers and manufacturers. 


Aa 





Pg 
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a 


that 
shoes like women do. They 


realize, too, men 


“We 
don’t buy 
don’t buy 


must 


shoes to go with a particu- 
lar suit. Many haven't even come 
around to buying two-season shoes— 
both light and heavy types. Thus, we 
haven’t even begun to get the pair- 
age we should. 

“Great potentials lie in the older boys’ 
and young men’s division. We should 
remember that we are now catering to 
a grown-up crop of war babies of the 


°40’s. These young 


own shoe shopping and knew what 


fellows do their 
they want. Advertising and promo- 
tion should be geared to their tastes.” 


* * * 

“In the lines I’ve seen so far,” says 
AL JONES, buyer of men’s, women’s 
and children’s budget shoes at May- 
D & F Store in Denver, “I think there 
are too many closed shoes. I, for one, 
am buying as many open shoes as the 
lines offer. 

“I’ve noticed, too, there’s a decided 
upgrading trend in some lines in our 
new store’s budget shops. In fact, I’m 
buying some grades of open type cas- 


uals at one dollar higher . . . which 
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[ believe our customers will accept 
readily. 

“Black patent will be No. 1 for wo- 
men’s and children’s shoes in the 
spring, followed by the bone and 
beige families in smooth leathers and 
suedes. Greens from bright Kelly to 
the off-color shades and some blues 
will be important. For early selling. 
we foresee a demand for mulberry 
and pretty colors in light shoes. There 
will be lots of color in early selling 
of closed up casuals—oranges, greens 
and gray—but from April on, we're 
looking for whites in casuals and 
dress shoes.” 

* 7 = 

DAVE FUGITT, men’s shoe buyer for 
Bruce Hunt... 
in Washington, D. C., makes a plea 
for more cooperation within the in- 


men’s specialty shop 


dustry . . . particularly as far as re- 
tailers are concerned. 

“There should be more unity,” he 
says. “in the types of styles that we 
in our windows, our advertise- 


There 


should be some form of continuity, so 


show 


ments and other promotions. 


that we all present a particular color 
or, perhaps, a special style such as 
square toes, casuals, boots or other 
shoes . . . all at the same time. 

“We do the public no service when 
each store shows a different style, at a 
different time. Instead of seeing the 
men’s shoe industry as a forceful field, 
a style leader and an authority, the 
buying public only becomes confused.” 


* * = 


“The successful shoe retailer pays at- 
tention to the small details, because 
they create good will. It pays off in 
dollars and cents to be aware of the 
little things because, make no mistake 
about it, it is these little things that 
bring the customer back or send her 
to another store,” says GENEVIEVE 
MESSIER of Gene’s Central Shoe 
Store in Warren, R. I. 

“Take the wrapping of merchandise. 
It means only a little extra time to 
determine the proper amount of paper 
to use to make a well-protected, neat 
looking package. The customer who 
is handed an unnecessarily bulky 
with a lot of extra paper 
clumsily used, is resentful of the 
store’s packaging service.” 


package... 
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Profile.... 


by ESTELLE G. ANDERSON 








T isn’t often that we “profile” the successful woman shoe buyer, 

retail store owner or manufacturer. It may be that our contact- 

circuit isn’t as wide as it needs to be, to find them; or there aren’t too 
many of them. Then, again, it may be that there are still many diehards in 
top management who subscribe (overtly or covertly) to the idea that 
“woman’s place is in the home.” You would think that kind of reasoning 
went out with the hoop (skirt . . . not hoola); that it just couldn’t exist 
in this jet age. Unfortunately, it does. Psychologically, it must be the 
challenge of competition, for the distaff side has proved that they are 
capable of successful careers in business and, at the same time, maintain- 
ing and fulfilling their role as home makers. 

Ruby Pappas is an excellent protagonist . . . 
grandmother. The sequence doesn’t matter. They all overlap, fuse and 
blend into a happy, full, satisfying life. 

Born in Scotland, Ruby’s parents brought her to the States when she 
was six years old .. . settling in Birmingham, Alabama . . . and she has 
lived there ever since. Shoes have been a principal interest throughout 
her adult life. She has had two jobs in the past thirty years and they have 
both been in shoes. 

In 1930, at the age of 18, she went to work for H. S. Miller in the 
Parisian Shop in Birmingham. Five years later, she went over to Burger- 
Phillips. Starting as a sales clerk in the children’s shoe department, she 
got her training and experience at the point of sale . . . the fitting stool. 
Within the next few years she moved up to assistant manager of the 
department and then to buyer of children’s shoes . . . the job she has had 
for the past 15 years. Along the way, she added women’s casuals and 
slippers, moderate priced shoes, men’s and boys’ shoes. 

Burger-Phillips, established 63 years ago, is an independent retail opera- 
tion, known to residents of Birmingham and nearby Anniston and Gadsden 
as a high grade, quality specialty shop. Arthur Phillips, president, and 
his two sons, Arthur Jr. and Jack, are strictly apparel-minded. Therefore, 

(CONTINUED ON PAGE 88) 


shoe buyer, wife, mother, 
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LABELING 





“Let's Hold Hearings” 


insists Congressman Charles O. Porter, who has introduced a shoe label- 
ing bill in the House of Representatives, in this exclusive interview with 
Boot AND SHOE RECORDER’s Editor. 


“Can this be repaired”? asks Congressman Porter as he shows a torn seam on the vamp of 
his slipon moccasins to John Reilly and Washington correspondent, George Baker. 


EDITOR’S NOTE: Shoe labeling is a hot subject today. 
In Washington, both the Senate and the House are giving 
serious thought to bills requiring that all footwear sold at 
retail be labeled as to component materials. The question 
the trade must ask itself is simply this: Will U. S. con- 
sumers—who buy more footwear each year than do people 
anywhere else on the face of the earth—be any better off 
after having read a shoe label presenting the technical and 
legal jargon of the shoe trade? 

The leading advocate of a federal shoe labeling law is 
Representative Charles O. Porter, 40-year-old Oregon 
lawyer, who is beginning his second two-year term in the 
U. S. House of Representatives. Mr. Porter’s bill (H.R. 
1320) is now pending before the House. To bring to the 
trade a good cross-section of Congressman Porter’s think- 
ing on shoe labeling, Boor AND SHOE Recorper Editor, 
John J. Reilly, and Washington correspondent, George 
Baker, called on Representative Porter to gain first-hand 
knowledge. The following interview took place in Mr. 
Porter’s office at the Capitol: 


Q—Mr. Porter, when did you first become interested in 
shoe labeling? 

A—About a year ago. 

Q—What prompted you to introduce your bill? 

A—Consumers began to become more interested in the 
quality of shoes. And Wilbur Gardner, a shoe repairman 
in Medford, Oregon, began to report to me that there is 
concern among consumers over the quality of shoes sold 
at retail. 
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Q—Did any consumer group petition you to write your 
bill? 
A—No. 


Q—Did any trade association request you to sponsor 
shoe labeling? 


A—No. 


Q—Are you aware of the size of the shoe industry and 
its importance to the U. S. economy? 
A—Yes, I am. I can’t tell you what the annual sales 
are or what the annual output is, however. 
(CONTINUED ON PAGE 84) 


“Maybe the existing shoe pricing practice is bad practice 
for the consumer.” 





Wilbur Gardner: Who 


Gardner rides to and from work 
every day, has owned a bike since 
1910, says he’s ridden the distance 
of twice around the world. 


N the front door of a little 

shoe repair shop in Medford, 

Oregon, population 26,000, 
halfway between Portland, Ore., and 
Oakland, Cal., in the heart of the 
fruit and lumber country, is a sign: 
“National Shoe 
Labeling.” 


This is the shop of Wilbur L. Gard- 
ner, the man responsible for the shoe 
labeling legislation proposal recently 
introduced in Congress. If shoe label- 
ing is enacted by law, all shoes will be 
required to carry a printed label list- 
ing the materials in all the shoe’s 
major components or parts. The shoe 
industry is intensely opposed to such 
legislation, and is concerned about its 
potential implications. 

The shoe labeling bill, introduced in 
Congress in January by Rep. Charles 
Porter of Oregon, and expected to be 
introduced in the Senate by Sen. 
Neuberger, also of Oregon, is rapidly 
building up political steam in Wash- 
ington, and is expected to receive in- 
creasing attention in the nation’s press. 

Ironically, behind this growing na- 
tional ferment is a humble, mild-man- 
nered little shoe repairman with a de- 
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Boot anp SuHoe Recorper field editor, William A. Rossi, interviewing Mr. 
Gardner at the shoe repair shop in Medford, Oregon. In a six-hour inter- 
view, Rossi asked over 200 questions. 


termined, self-assigned mission “to see 
that all shoes are labeled for the pro- 
tection of the consumer.” He's no 
wild-eyed, soap-boxing 
crusader but a simple, quiet man pos- 


arm-flailing, 


sessing infinite patience and _persis- 
tence. 

He bil!s himself as “The Man With 
A Sole” end signs his correspondence 
that way. He adds with a grin, “But 
the shoe industry probably calls me 
‘The Heel’.” 
has owned a bicycle since 1910, and 
rides it to and from work each day. 
He has never traveled beyond the 
West Coast. The 59-year-old Gardner 
was born in Medford and has lived 
there all his life. In fact, he says, his 
early family helped found the state 


While he owns a car, he 


of Oregon. 

Mr. Gardner has been a shoe re- 
pairman 28 years. Previously, for 13 
years, he operated a lathe in a box 
factory. He doesn’t like being called 
a cobbler. During the war he did cor- 
rective or orthopedic shoe repair work 
ai the local Veterans Hospital. 

His shop is small, about 27 by 15 
feet, but clean and fairly modern. He 
has several machines, most fairly mod- 


ern: a Landis stitcher, a Champion 
finisher, a Champion McKay stitcher, 
an Auto-Soler, a Singer sewing ma- 
chine, an English cement press, along 
The 
shop has no phone (“I'd be spending 
so much time on the phone I'd never 
His gross in- 


with various devices and tools. 


get any work done.”) 
come or total dollar volume from the 
shop is about $6,000 a year. 


Start of the Labeling Idea 

I spent six full hours interviewing 
Mr. Gardner. In fact, he closed his 
shop for the afternoon so that the 
interview could be conducted without 
interruption. Over 200 questions were 
put to him—and all were answered 
forthrightly. 

How did the shoe labeling idea get 
its start with Mr. Gardner—an idea 
that was eventually to mushroom into 
a national issue? 

It started about two years ago, when 
Mr, Gardner was repairing a pair of 
children’s shoes, and one of his sharp 
tools “pushed through the pulpy paper 
insole and gashed my thumb.” This 
was not the first time it had happened, 
he said—but it was the final straw. 
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Sparked the Labeling Bill... 


This is the story of Wilbur Gardner, “The Man with a Sole,” who single- 
handed waged the crusade that resulted in the Porter Bill. Bill Rossi, RECORDER 
Field Editor, traveled 7000 miles to Medford, Oregon, to visit Gardner and 


asked over 200 questions during a six hour long interview. This article will 


clarify the hazy picture of what’s behind the movement for shoe labeling. It 
tells too what the Oregon shoe repairer really wanted, where he disagrees with 
certain features of the Porter Bill, and points out that apparently Gardner 
has “lost the ball to Washington.” 


“I decided then and there to do some- 
thing about cheap materials in shoes.” 
And so the labeling idea was born. 
He wrote to Senator Morse, request- 
ing all information and past efforts 
concerning shoe labeling. His request 
was turned over to the Federal Trade 
which 


with what information it had. Morse 


Commission, furnished him 
then sent Gardner a three-page letter, 
explaining what needed to be done 
before shoe labeling could be spon- 
First, 
it had to be skown that it was a na- 


sored as proposed legislation. 


tional problem. Second, there had to 
be ample documentary proof of qual- 
ity defectiveness in shoes. Third, there 


had to be some semblance of public 


8 AONAL READOGARTERS 
fr LABELING SHDES 


The shoe repair shop in Medford, 
Oregon, where the Shoe Labeling 
legislation proposal originated. Note 
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and other support favoring such legis- 
lation. 

Said Gardner, “It looked like too 
big a job for a little fellow like me. 
But I was determined to try.” He 
started by going directly to the public 
-—his own public, locally. He drew up 
a crude hand-printed petition (still 
tacked on his shop wall). 
tomers came in, he took time out to 
explain (and 
shoes) “the need for shoe labeling.” 


As cus- 


show with cut-apart 
A growing list of people signed the 
petition. The local newspaper did a 
feature story on his campaign, and 
local mounted. He 
vited to speak before local groups. 


interest was in- 
The shoe labeling story spread through 
Oregon. 


sign on door: National Headquar- 
ters for Shoe Labeling. Population 
of Medford is 26,000. 


But it needed national interest. 
Gardner wrote to the Nationa! Shoe 
Service Institute, an organization of 
shoe finders, requesting a list of lead- 
ing shoe repair shops in the 48 states. 
The Institute refused. (Note: This 
writer has contacted Everett Diez, ex- 
ecutive vice-president of the Institute, 
asking the position of the Institute 
on the shoe labeling bill. His answer: 

(CONTINUED ON PAGE 71) 


Map spots places all over country 
where shoe labeling petitions have 
been sent to enlist names of con- 
sumers. These places consist of some 
2,000 shoe repair shops. 


Mr. Gardner in his shop with the 
original hand-printed shoe labeling 
petition at his left. 
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we 4. The Color Mix 


® City scenes and country landscapes will be as colorful this by ELEANOR M. RUTTY 
fail as they were this spring and summer. Less brilliant, they 

will have the richness of old stained glass windows or the soft- 

ened tonalities of ancient tapestries. Even the neutrals will be 

real colors, neither beige nor gray but a mixture of several 

colors that make them new kinds of neutrals. There is greater 

variety in colors and less repetition of old worn-out basics. 

There are, too, bright colors that repeat tones in mohairs, tweeds 

and soft plushy coatings in angora and soft pile. 


@ The two most influential col- 
ors are gold and green. Gold 
tones have replaced red in many 
of the browns, giving a new 
look to this group. A gold cast 
changes orange to a newer, 
softer color for sportswear and 
back-to-school. Green is having 
a wide influence on several col- 
ors, especially beige and blue. 
A lighter-than-navy blue with a 
slightly greenish or teal cast is Dressy afternoon style 
the high style idea in blue. 


@ As a color in its own 
right, green is important 
Tailored daytime pump in several tonalities: yel- 
lowed or olive green; sil- 
vered greens; greens with 
neither a yellow nor a 
blue tonality. A true 
dark green is expected to 
have limited, high style 
significance. 
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Color is the keynote of fall leathers. In new ver- 


sions and compounded of new mixtures, these colors 


are fresh and original with individual tanners. 


@ Blue, in general, depends on the in- 
dividual tanner’s customers. The gra- 
dations of blue leathers run from light 
to bright medium to grayed tones. The 
color families to watch are the am- 
ethyst-to-purple-to-plum range and the 
grays. The first is being regarded as the 
leading color promotion family. It is 
very much liked in the reddish plum 
tonality. In the same way, the best reds 
in women’s shoes, as opposed to sports 
or younger styles, have a blue cast. In 
the grays, several shades are in the 


Many purpose sling 


@ There is color a-plenty 
in silk paisleys; lamé bro- 
cades. Persian designs and 
nylon velvet in both black 
and colors are coming 
back strongly. There is a 
wide range of colors for 
after-dark fabric shoes. 
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lines: a “cold” gray; a very pale shade; 
a really dark; a taupey cast. Gray also 
influences some of the beiges and is 
considered to have an influence on 
other colors. 

@ And last of all, what about black? 
It is still number one color and covers 
a wide range of styles in smooth and 
matte finishes, in suedes and fine 
grains. 

@ Black is also the leading color in 
dressy fabrics: satin and satin faille, 
glossier than regular faille; peau de 
soie; ribbed weaves and moirés. Moiré, 
the most important single fabric in this 
group, is also being made in brown, 
very dark green and bright navy; also 
in off-white, pearl gray and champagne, 
woven with gold or silver threads for 
dyeable evening shoes. 

@ For daytime some of the fabric 
houses are introducing plaids. One 
house makes a point of wool broad- 
cloth in black and a range of colors. 
Another has a “spectator moiré” of 
100 per cent nylon and a fabric, 100 
per cent nylon, in a crushed effect for 
sports and flats in black and wide color 
range. 








( Surface Contrasts 


® In spite of all the interest in color for fall shoes, there 
will be more interest in surface than in color contrasts. The 
variety in leather and fabric surfaces is an inspiration to the 
design of subtle combinations of different textures. 

In leathers, surfaces range from the waxy smooth matte 
leathers to the gleaming lusters or reptiles; from the velvety 
or plushy suedes with their depth of even color to the shining, 
variegated look of the anilines. There is great style interest 
in combining surfaces in the same color or color family. 


® On this page we show four styles in 
each of which you can see that there is 
surface contrast: smooth with dull; suede 
with luster; smooth with dull; tex- 
tured with shiny. And, of course, many 
other combinations are possible; reptiles, 
lusters and polished leathers with other 
shiny surfaces or with sleek fabrics. 





Day-into-evening strap style 
Low heel walking shoe 





Leathers against leathers—shiny surfaces against dull; 


textured against plain; different fabric textures—all 


these add subtle surface contrasts for fall. 


® Satin in a duller surface will be important for fall and faille 
with a glossier finish. Many of the silks have a shining surface. 
Satin is being used as a shoe lining material in leather, as well 
as fabric, shoes. Nylon velvet, grown to be of such importance, 
has been made with a much denser face. 

Textured fabrics are much more in the news than the plain, 
smooth-surfaced fabrics, however. Moirés in a variety of inter- 
pretations are leaders for fall and have been made with tailored 
or spectator shoes in mind as well as after-five types. Jacquards, 
some embroidered, and brocades are important. 


® And, to show the interest in 
textured surfaces, fabric houses 
have come out with textured 
satins and peau de soie. The 
gleam of silver and gold thread 
gives added depth to dress shoe 
fabrics. Fabrics are combined 
with each other—nylon velvet 
with satin for late day and eve- 
ning shoes, for example. And 
lusters give an added sparkle to 
fabric shoes. Gold and silver kid 
underlays are still liked as trim- 
ming on dressy fabric styles. 
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The Color Mix 


@ Apparel trends are always the impor- 
tant ingredient in shoe color mix and this 
holds true all the way from infants’ to 
adults’. Whatever the color or texture in 
clothes, the natural follow-through is for 
matching, similar or complementary col- 
ors and textures in leathers for shoes. 

In woolens, for both girls and boys, 
there is a revival of the classic herring- 
bones, glen plaids, houndstooth checks . . . 
pebbly and smooth textures . . . but they 
are all shown in new autumn colorings in- 
stead of the basic tones. 

As for the shoes to go with these clothes, 
the majority of them will be in sides and 
kips . . . in special colors for girls and 
boys. There will also be a continuation of 
the nappy, plushy leathers . . . roughy 
suedes . . . especially in natural tones, 
dirty buck shades and olive green for the 


High or low shoes for 
the very young feature 
new patterns and colors 
combined with white. 
Pastels will be important, 
especially in slippers. 


more casual type shoes. Pigskin, two-way 
nap kips and splits will also be used ex- 
tensively. 

@ Black will continue in popularity .. . 
even increase considerably . . . but it will 
be in new types of shoes, not just the basic 
ones. A good deal of black is being used 
in utility fabrics . . . corduroys, poplins 
and others for storm coats and slacks and 
these, too, will contribute to the importance 
of black. 

There is also a new, golden undertone 
burnished shade that promises interest and 
excitement for the new season—as well as 
new brown leaf tones. 

@ In girls’ shoes, with the shift away from 
the heavy to the lighter strap and step-in 
types (basic ties are in third place) has 


Slip-ons and casuals in 
pigskin and nappy lea- 
thers . .. in new burn- 


oie ished colors will be im- 
Ghillie types for boys and -" 
girls feature lightness and — for boys and 
sturdiness without bulk- a sip 
iness. 
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In Girls’ and Boys’ Shoes 


Textures and colors of the new season’s apparel for girls and boys 
have direct influence on shoes. New autumn shades will be vibrant 
and alive and will put emphasis on burnished undertones of metal. 


i, 
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come a corresponding emphasis on colors 
that are alive and vibrant . . . not tired 
looking. Dark reds will decline and clear 
reds will increase. Most important ‘promo- 
tion colors in girls’ wear are: Amber gold, 
clear-yellowed green gold, light rosy red, 
bonfire tones, Parma violet . . . and these 
will have a direct influence on shoe colors. 
In addition to black, patent leather pro- 
motions will concentrate on colors . . 
such shades as brown, winterberry, scarlet. 
For the past several years, nylon velvet 
has steadily gained in acceptance, and 
prospects are that this material is now 
slated for even greater popularity, net only 
in dress up shoes but in school shoes as 
well. 
@ Boys’ shoes for fall will continue to take 
on some of the aspects of the men’s shoe 
shapes . . . Continental, lightweight . . . 
with less of the bulky ski-shoe look that 
usually goes with fall styles. 


Boots for girls and boys 
—in plushy and roughy 
suedes in natural tones, 
dirty buck gray, olive 
green are expected to 
gain in popularity. 


1959 


Reiteration for emphasis . . . black will 
be very important in boys’ shoes and the 
majority of dress shoes will be in plain 
black smooth leathers. Maple tones of 
brown will increase over tans. In this cate- 
gory, too, burnished and amber tones will 
give new and effective promotional oppor- 
tunities. Vintage and winey reds that have 
been in the color picture for a long time, 
are expected to decline. 

@ Olive green, with a brownish cast, which 
is coming up strongly in boys’ wear will 
also have good acceptance in boys’ shoes 

. especially in the brushed leathers. 

There is a strong emphasis on color 
in infantswear . cottons, corduroys, 
poplins . . . for fall; and these will take 
colored shoes and slippers in kidskins, 
corduroys . .. in white, white with color, 
pastels in blue, pink, yellow and water 
green. 

The color mix for fall and winter *59 
shoes for girls and boys will be vibrant 
and alive . . . giving off reflections and 
undertones of burnished metals. 


Color, texture and inter- 
esting treatments in girls’ 
pumps, make them equal- 
ly adaptable for day wear 
and dress up. 








‘ ) 


for fast pr duction of better shoes iat lower 


Armour leather soles are easier to work, make a neater, better-looking shoe. Men’s and 
women’s soles in all standard weights and grades (or whole stock) can be delivered as 
you need them, simplifying your inventory requirements. And in addition to time- 
tested, dependable oak tannages, Armour leads in the development and tanning of 
new types of sole leather with Armatan and Tannage X! 


We invite you to visit our display in Room 617, Netherland Hilton Hotel, 
at the Cincinnati factory management conference 


ARMOUR LEATHER COMPANY 


NEW YORK - BOSTON : WILLIAMSPORT, PA. « ST. LOUIS - CHICAGO - SHEBOYGAN, WISC. 
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TANNERS’ COUNCIL OF AMERICA, INC. 


4th Semi-Annual 


Showing of American Leathers 
Waldorf-Astoria=February 17th and 18th, 1959 


Profit: the Prime Issue 


HE Leather Show February 17th and 18th at 
the Waldorf-Astoria Hotel in New York, takes 
place in an uvusual atmosphere for the leather 
and shoe industries. For once, there is substantial 
unanimity taroughout these industries that the pros- 
pects for business volume in 1959 are favorable. Few 
producers or distributors will dissent from the proposi- 
tion that consumer demand has been and will continue 
to be active. And, there is implicit recognition through- 
out the trade that production levels in 1959 will have 
lo rise in order to match the pace of consumption. 
The prime issues confronting the industry, there- 
fore, do not include the likelihood of more than ade- 
quate physical volume. The issues are prices and 
profitability. In both leather and shoes a protracted 
period of slowly rising costs has not been matched by 
sufficient advance in the sales prices of the industry’s 
products. In a broad sense all segments of the indus- 
try have been squeezed between the millstones of ris- 
ing costs and outworn, outdated and insufficient prices. 
Whatever the causes and reasons and regardless of 
all the detail facts which can be expounded ad _ in- 
finitum, the basic evidence is simple. The composite 
or average price of shoes leaving the nation’s factories 
is currently less than the average ten years ago. What 
other consumer product can compare with this ex- 
traordinary record! All through the range of goods 
and services which make up the cost of living, average 
prices have shown the familiar consequences of slow 
inflation. Only the shoe dollar has grown in _pur- 


chasing power. 


There is no question, of course, that the values 
offered to consumers in leather and shoes are extraordi- 
But the impos- 
the 


industry’s dollar volume is consistent with its costs, 


nary by every conceivable standard. 
sible cannot be continued indefinitely. Unless 
capital must be sacrificed. Unless the industry achieves 
a dollar volume which includes a reasonable profit 
above its costs, it cannot maintain the achievements 
which have contributed so much to the U. S. standard 
of living. At every level of production and distribution 
the compelling need is for a dollar gross that can 
meet realistic costs. 

All too often the industry has procrastinated or 
evaded the issue by mooring itself to fixed price 
brackets. But the net result of such rigidity is all too 
evident today with a dwarfed price image for shoes 
in the public mind contrasting sharply with the healthy, 
realistic and sensible price symbols for virtually all 
other goods and services. The consequences of further 
hesitation and delay in the adjustment of shoe prices 
to reflect a more reasonable fraction of tremendous 
shoe value could well prove beyond remedy. Con- 
sumers themselves are realistic enough to appreciate 
great value and be skeptical of merchandising miracles. 

Leather and shoes have a profoundly dramatic mer- 
chandising story to tell this year. It is a story for 
which the Leather Show can and must set the pitch. 
The assurance of healthy demand and consumption in 
1959 should lead all branches of the industry to con- 
centrate practical thinking and attention toward mer- 
chandising virgorously, effectively and profitably. 





OFFICERS 
PRESIDENT EXECUTIVE 
RALPH H. EWE VICE-PRESIDENT 
fs IRVING R. GLASS 


TREASURER SECRETARY 
CARL F. GOOD LEIF C. KRONEN 


EXHIBIT COMMITTEE 
DAN I4ICKEY, Surpass Leather Co., Chair- 
man 
S. B. FOOT, S. B. Foot Tanning Co. 
D. N. GUTMANN, Gutmann & Co., Inc. 
MILTON HUBSCHMAN, E. Hubschman & 


Sons, Inc. 
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FRANK R. LEMP, Armour Leather Co. 

JOSEPH W. MACPHERSON, John R. Evans 
& Co. 

STUART A. SPAULDING, A. C. Lawrence 
Leather Co. 


LIST OF EXHIBITORS 


Company 

Acme Leather Co., Inc. 

Allied Kid Company 
Brezner Division .... 
Standard Division 
McNeely Division 


Company 

Sterling Division 

New Castle Division 
Amalgamated Leather Co.'s, Inc. 
Amdur Leather Co., Inc. 
William Amer Company 
American Belly Tanning Corp. 
American Kid Company. Inc. 
Armour Leather Company 


Peter Baran & Sons, Inc. . 
J. S. Barnet & Sons, Inc. 
Barrett & Company, Inc. 
(CONTINUED ON PAGE 79) 
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Bally Brings Continental 
Retailing to San Francisco 


The “Petit Salon,” immediately beyond the entrance. A marble floor and rose- 
wood case-work establish the feeling of high quality. A mirror wall creates an 
additional effect of spaciousness. The “Petit Salon” features unusual accessories 
and domestic and imported “conversation pieces.” 


The three levels are tied together by the stairwell with a six foot chandelier of 
Murano Venetian glass imported from Italy. The curved open metal stairway is 
covered with luxurious red carpeting. 


IGH-STYLE in shoe retailing 

as practiced in Europe has 

been introduced to San Fran- 
cisco by Bally of Switzerland, a 
distinguished European producer of 
fashionable footwear for the past 
century. 

Bally made its invasion of the 
Northern California market by the 
purchase of the four Frank Werner 
Co. stores and an extensive $250,000 
remodeling of the Werner Geary Street 
store on famed Union Square. 

Ove M. Wittstock, a native of 
Zurich and a long-time associate of 
the Bally interests in Switzerland, has 
been named vice-president and general 
manager of the Frank Werner Co., a 
name which will be retained but 
gradually subordinated to the Bally 
name. 
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Frank Werner Geary Street store remodeled by Swiss 


producer for experiment in luxury shoe retailing. 


“We chose San Francisco as the 
location for what, in effect, we con- 
sider an experiment by Bally,” Witt- 
stock told Boor AnD SHOE RECORDER. 


“San Francisco seemed to us to be 
closer than any other U. S. city to 
the tastes and requirements of the 
European shoe buyer to whom the 
name Bally has long meant the acme 
of high fashion,” Wittstock explains. 

“The Werner operation,” he con- 
tinued, “having been an outlet for 
Bally shoes, was a perfect instrument 
for the company’s plans to introduce 
a kind of shoe retailing hitherto un- 
known to San Francisco . . . a con- 
centration on high fashion products, 
displayed and sold in an atmosphere 
of European luxury.” 

The Geary Street store, facing on 
Union Square, the heart of San Fran- 
cisco’s style center, was completely 
remodeled by Bally to a unique design 
by John S. Bolles, one of the nation’s 
leading architects. It was then deco- 
rated by Rene Hubert, who traveled to 
San Francisco from Switzerland 
specially for this project. 

The remodeling, carried out by con- 
tractor Joseph L. Barnes, more than 
doubled the selling space for the 
Bally staff of 20, including 14 sales 
employes. Prior to remodeling, the 
store had but one floor and a total 
staff of 9 Werner employes. 

As remodeled, the new store covers 
an area of 10,960 square feet of selling 
space, store front, office and service 
area, stairwell and basement storage. 
as compared with the 8,800 square 
feet available prior to remodeling. Of 
the total store area, 6,800 square feet 
are now available for sales. 

“To 


luxurious surroundings in which we 


achieve our objective of 
could carry out a relaxed but intensive 
sales effort of expensive high fashion 
merchandise,” Wittstock declares, “Mr. 
Bolles, as the architect, spent many 


hours in consultation with top Bally 
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The upper level salon features high-fashion shoes. The walls are white to give 
full effect to the color impact of the scarlet carpet and colored velvets of the 
upholstery. Mirrors are projected, with surrounding “haloes” of indirect light. 
The low chairs, divans and hassocks are adapted 2nd Empire in brilliant gold, 
purple, blue and aquamarine. The straight chairs are framed in gold leaf. 


Imported “Cream Perla” marble frames the front and extends upward to in- 
clude the second floor facade. The windows are delicately framed in gold- 
anodized aluminum and bulkheads are gray “Deer Island” granite. The all-glass 
entrance is divided by a vertical panel of Venetian glass mosaic in cream, 
white and gray. A planting group behind the show windows introduces organic 
forms to play against the precise geometrical structures of the entrance. 


executives to absorb our thinking. 


“He then proceeded to apply this lighting design, selling 


thinking to a store remodeling which 


included a complete structural and 


architectural alteration, new interior 


fixtures and 
air conditioning.” 


(CONTINUED ON PAGE 68) 


53 











Fashion takes a 


giant step with Finessa 


by Lawrence. A new idea 
in lightweight, smooth 
leather...arich, mellow 
leather with a polished 
patina finish. 

Tailored and dress shoes 
take on a new beauty 
with Lawrence Finessa. 
And their beauty will 
make more sales for you. 
Use Finessa by Lawrence. 
A.C. Lawrence Leather Co., 
a division of Swift & Company 
(inc.), Peabody, Mass. 


rence 
FINESSA 


THE BETTER PART 
OF BETTER SHOES 
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Practical Service Is 


oal of Allied Trades Show 


Working Style Kit one of innovations aimed at helping buyers get maxi- 


mum yield from their attendance at Allied Show's biggest presentation. 


HE Allied Shoe Products Show, 

being held February 14-17 at 

the New York Trade Show 
Building, is again expected to be the 
largest such event in the Show’s 20- 
year history. 

Strong emphasis is being placed on 
the “working weekend” theme. The 
Show this year opens officially on 
Saturday, February 14, and continues 
through Tuesday, February 17. Pre- 
the Show had opened on 
The new dates, say Show 
now permit visiting buyers 
to get off to an earlier start and make 
full productive use of the long work- 


viously, 
Sunday. 
officials, 


ing weekend. 


Among the firms exhibiting are: 


Bernard Abrams, Inc. 
Allens Manufacturing Co., ; sae 
Allied Chemical Coatings, Inc. ....... 
Allied-City Wide, Inc. 
Allied Tape Co. 
American Biltrite Rubber Co. .... .627 & 628 
American Shoe Specialties Co., Inc 
337, 339 & 340 
Amory Counter & Plastic Co., Inc. 
Anda Modes, Inc. . 
Apex Tire & Rubber Co. 
Armour Leather Co.—Sole Leather Div. 
2nd Floor 
Armstrong Cork Co.—Industrial hey 
ties Dept: ... .2nd Floor 
Art Backing & Coating, RS ee 409 
Artjay Shoe Components, Inc. 
Atco-Flex Innersole Co. 
Atlantic Heel Co., Inc. 
Atlas-Sandt Corporation : 2nd Floor 
Atlas Shoe & Sewing Machine Co. 2nd Floor 
Avon Sole Company Y 
Auburn Wood Heel Company 
S. Axelrod Co. ... 
Banks Products Corp. 
Bayco, Inc. .. 
Bearfoot Sole Co., Inc. 
Beebe Rubber Co. . 
Beer-Stern Co., Inc. 
Beer-Stern Import Corp. . 
Ben-Berk Fashion Creators .. 
Billard Manufacturing Corp. 
Henry S. Blackwood, Inc. 
B. Blumenthal & Co., Inc. 
Borg Fabric Division — Amphenol-Borg 
Electronics Corp. ... 
Bowcraft Trimming Company 
Brocton Cut Sole Corp. 


2nd Floor 
2nd Floor 


..2nd Floor 
..2nd Floor 
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Attendance will, it now appears 
certain, surpass the high of 3,600 set 
at last August’s event, when a total of 
780 U. S. footwear manufacturing 
plus 122 shoe manufacturing 
firms from foreign countries, were 
registered. In addition, a total of 117 
shoe firms, plus 102 
volume shoe retailing organizations 
(chains, mail order, department 
stores), were represented. 

According to Show officials, 
registrants include “the 1,800 
influential U. S. buyers of products 
and services essential to the styling of 


firms, 


wholesaling 


the 


most 


footwear lines.” 


Canada will send its customary 


Brookside Manufacturing Inc. ..... 2nd Floor 
Cameme tae) Cae L8G. 2c... 2. ccc. OF 
Castle Trimming Co., Inc. . 633 
C. & C. Button & Trimming Co., Inc. 
337, 339 & 340 
P. Clayman & Sons, Inc 
Clemtex Mfg. Co., Inc. 
Columbia Button & Nailhead Corp. 
Columbia Combining Co., Inc. 
Columbia Novelty Co., Ine. 4! 
Cooney-Weiss Fabric Corp. ........... 
Crown Rubber Company 
Daniels Mfg. Co., Inc. : 
Davis Box Toe Co., Inc. .. 
Delco Rubber Corp. 
Eagle Wood Heel Co. 
Elaine Novelty Co., Inc. 
Elfskin Corp. SRO Meu ae 6a 
Essex Shoe Supply Co., eis ssc "502 & 524 
Far Eastern Fabrics, Inc. .... 
Federal Industries, Inc. 
Felch-Anderson Company 
Jack Feldstein 
Flamm & Gladstone Ornaments, Inc. 
Flex-Tex Combining Co., Inc. 
Footcraft Novelty Works ... 
Fred Frankel & Sons 
French Beading & Novelty Co. 644, 654 & 646 
Fulford Manufacturing Co. 2. 49 
Fur Trimming Mfg. Corp. 434 
Garnor Coated Products, Inc. 520 
Gold Crown Fabrics. Inc. 401 
Golden Leatherboard Company 
529, 530 & 531 
A. Goodman & Company . 609 
B. F. Goodrich Co.—Shoe Products Sales 437 
Goodyear Tire & Rubber Co., Shoe Prod- 
ucts .....423 & 425 
Gro-Cord Rubber Company 5 416 & 418 
H. & W. Shoe Supplies Co. 650 


; “2nd Floor 
625 
. 509 


large representation. At the last Allied 
Show, 115 Canadian shoe manufactur- 
ing firms were represented, compris- 
ing more than 65 per cent of Canada’s 
A total of 384 


were 


total shoe production. 


Canadian shoe executives on 
hand. 

In addition, 51 other foreign shoe 
manufacturing firms were listed on 
including buyers 
from Mexico, Brazil, England, West 
Germany, Cuba, Australia, South 
Holland, Italy, Central 
America, Israel, France, Colombia, the 
Philippines. Show officials cite the 
“international character” of 


(CONTINUED ON PAGE 68) 


the registration lists, 


Africa, 


growing 


aaa 
Inc. 605 & 6li 
545 & 547 


Halo Associates, Inc. 7 

Harvard Coated Products Co., 

Haverhill Shoe Novelty Co., Ine. 

Heel Corp. of America..... 

Hopkins Stay Co. .. 

House Of Trimmings, Ltd. 

Howes Leather Company, Inc. . 

Ideal Rubber Heel — Co. 

Ideal Tape, Inc. 

Jaffe & Jaffe 

Kaiser Binding, Inc. 

Kaplan Products & Textiles Inc. 

Kukoff Shoe Products 

Albert R. Lakow Company Inc. 

LaModiste 

Leader Heel Co. Inc. 

Leonard Importers, Inc. 

Al Lewis Shoe Styles 

Dan Lewis, Inc. 

Liberty Shoe Ornament Company 

Lopa Creations, Inc. 

Philip Lorman Creations 

Lowell Counter Company 

Ludlow Enterprises, Inc. 

Philip Luftman Novelty Corp. 

Lustrous Looms, Inc. 

Luxury Braid Co., Inc. 

Lynch Heel Co. 

Lynn Innersole Company 

M. & M. Ornament Company 620 

Malden Mills—Malden Ltd. 2nd Floor 

F. W. Mears Heel Co.—Div United Shoe 
Machinery Corp. 2nd Floor 

Middletown Rubber Corp. 629 & 630 

Missouri Wood Heel Company 509 

Mitchell & Smith Div. of Sheller Mfg. 
Corp. . 443 

Maynard H. Moore, .“* 433 

Musi Corp. 424 

70) 


438 

Sinaia, ee 
2nd Floor 
432 

. 427 
522 

540 

601 

333 

638 

334 

602 

. 336 
347 

553 

430 

435 

652 

436 

2nd Floor 
519 

445 

2nd Floor 
432 

648 & 649 


(CONTINUED ON PAGE 
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News « Retail Trade 








Severe Cold, Snow Fail 
To Halt Chicago Selling 


EARLY spring buying trends are 
showing up in the Chicago retail 
market. The clearance sale season 
is about over and current merchan- 
dise is beginning to move at a fairly 
even rate. The Chicago area has 
had more than its share of severe 
winter weather, with plenty of snow 
and near-zero days. This has de- 
terred shopping, but not seriously. 

This has been a good rubber and 
storm wear season for a change. 
Boot type shoes for both men and 
women did better than they have in 
some time. Therefore, heavy goods 
inventories are in the best shape 
they have been for a long time. 

Business on regular fall and win- 
ter shoes was so improved that 
there was a minimum left for clear- 
ance tables. Response to sale mer- 
chandise was excellent. Therefore, 
most retailers have gone into their 
spring selling with a good start. 
Over-all inventories are clean. Their 
chief worry is shortage for the pe- 
riod when buying really takes hold. 

At present, buying is pretty gen- 
eral from the style standpoint. Pat- 
ent leather continues to lead and 
will accelerate for spring. There 
has been considerable activity in 
colored patent-gun metal, copper 
and green—particularly when pro- 
moted with matching hand bags. 
Suede pumps in colors have been 
good carryover shoes. Pumps still 
continue to dominate sales, but 
there is a growing demand for 
opened up and strap types. Resort 
shoes have sold well. There is indi- 
cation that early predictions for 
sale of more colors will come true. 

One interesting promotional trend 
is the increase in advertisements 
aimed at the teen-ager. Practically 
every major department store now 
has a separate section featuring 
shoes of this category. The depart- 
mental separation is also appearing 
in many individual shoe stores. The 
teen-age emphasis has been a factor 
for girls for several years. It is also 
now being adopted for boys and 
young men. Specific styles for this 
specific market are supposed to have 
even greater sales potentials in 
1959. 
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There are also changes appearing 
in merchandising of men’s shoes. 
Great growth potentials are ex- 
pected in the $10.95-$15.95 price 
range—provided there is the proper 
merchandising approach. Several 
leading men’s retailers emphasize 
both eye appeal and value and stress 
two season shoes. 

The stepup in budget selling is in 
department stores as well as chains 
and independent shoe retailers. 

For women’s dress shoes these 
aim at a growing $10-$12 market. 
Some of these are supplements to 
regular upstairs shoe departments. 
In many cases they are additions or 
expansions to first floor shoe de- 
partments. This means shoes are 
getting increasing attention in new 
store planning. 


Balmy Skies at Miami 
Boost Floral Pattern Sales 


WITH balmy weather prevailing 
the better shoe stores in Miami 
Beach report an upturn in sales of 
patterned shoes in floral designs 
along with vinyls, featuring 
T-straps and instep straps. 

Open toes are coming back into 
the picture in a big way and busi- 
ness is ahead of last year. 

Flagler Street business at down- 
town Miami was definitely on the 
upgrade since the settled airlines 
strikes. New shades of brown were 
selling well. The ever-popular black 
is getting a run for its money in 
men’s shoes. 





Johnston 


moccasin that is.at home whenever men dress with 


extreme care. J&M alligator is full glove leather 


Aristocrat 
& Murphy _ im Alligator 


Definitely top drawer, thls handsome two-eyelet 


Pumps and patents are still lead- 
ing in sales in the women’s field 
with luster calf still popular and 
glaze tile blue the best color. The 
narrow toe is still important. 

A chain store owner who sells 
children’s shoes was pleased to re- 
port the trend toward fancy raised 
heels was definitely off and the 
pointed toe for teenagers is defi- 
nitely not it! The modified toe in 
dress shoes is popular along with 
patents and oxfords for boys. Black 
suede, red and bone are still strong. 
Spring shoes are moving and have 
been for some weeks. His new 
Hollywood store’s business doubled 
in December. 

Flagg Brothers opened its first 
Florida store at 301 Lincoln Rd., 
just before the first of the year, and 
C. Rodrique, Dallas, Texas, is man- 
ager. This is the 135th Flagg 
Brothers store in the United States. 


Post-Holiday Selling 
Elates Baltimore Shoemen 


THE post-holiday shoe sales have 
put a gleam in the eyes of shoe men. 
For some years now Baltimore re- 
tailers have promoted the idea of 
giving good shoes for Christmas 
presents and, just as it has in other 
parts of the country, the scheme has 
proven its value here. 

At the same time though, one vet- 
eran says, “We’ve almost got our 
customers spoiled. They buy what 
they need for gifts, then sit back 

(CONTINUED ON FOLLOWING PAGE) 











lined to fit as comfortably as a glove. Aas 


Black or brown, 69.50 


There’s Always A Complimentary Shine for You on the Mezzanine 





The ad demonstrates how-to-do-it when surface interest and styling are the out- 


standing selling points of a shoe. 


The illustration is simple yet dynamic and 


demanding of the reader. Copy is unaffected. Dallas {3 cols). 
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and wait for us to cut prices right 
after Christmas.” 

Some merchants are taking ad- 
vantage of the extra interest in 
shoes in January to push their best 
styles as well as the reduced prices 
on discontinued patterns and broken 
lots. The result has been that many 
a woman who came into a salon for 
a pair of suede, flat-heeled oxfords 
left also with some stylish pumps on 
14/8 slim heels. 

Again this season Baltimore shoe 
men mailed personal notices to their 
regular customers telling them of 
the forthcoming price cuts before 
the post-Christmas sales were ad- 
vertised publicly. They have been 
pleased and, in one respect, sur- 
prised by the resulting sales. 

The surprise has to do with the 
frequent calls women customers 
have made on recent winter days 
for shoes in such colors as lima bean 
and sky blue in addition to the som- 
ber shades usually popular at this 
time of year. 

Most Baltimore retailers report 
they “met last year’s figures” in the 
downtown shops and surpassed them 
in the suburban centers. This ap- 
plies to the chains, the department 
stores and the independents. At in- 
ventory time, Baltimore shoe men 
are optimistic about both their sales 
in late 1958 and the outlook for 
1959. 


Advance Spring Types 
Evoke Response at St. Louis 


CLEARANCES continue to cull 
out the dead styles on St. Louis 
retailers’ shelves, while promotions 
of advance spring types are getting 
good attention and response. 

Store-wide “Remnant Days” help- 
ed department stores move ll 
categories of shoes at 20 to 50 per 
cent off. Chains staged their semi- 
annual clearances in early January 
also, with some suburban family 
type stores holding off running their 
special events until February. The 
volume of shoes to be cleared is 
small. This reflects in part the cau- 
tious buying pattern retailers fol- 
lowed, plus stepped up retail activity 
during October, November and 
December. On women’s dress shoes 
bargain tables, mostly rounded toe 
suedes are left, along with some open 
toe matronly patterns. 
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Recap of the stormwear buying 
season finds that St. Louis had a 
good to excellent galoshes year. 
Although all types sold, retailers are 
saying that women willingly paid 
more per pair this year to get the 
extra warmth which fleece linings, 
fur tops and rubber materials pro- 
vide over nylon and plastic. For 
children, plastics outsold rubber be- 
cause of the price factor and the 
easy donning feature. 

Women’s dealers feel spring’s 
variety of colors will stimulate 
multiple sales. One major buyer 
reported that he has held his order- 
ing of whites down this year until 
he can see just how much volume 
will go to colored footwear. Black 
patent pumps sold steadily ll 
through January, as did _ bright 
cruise and resort types. For one 
women’s salon operation, heavier- 
than-expected selling of resort shoes 
has made a “rough dent” in summer 
stocks. 

Stix, Baer & Fuller plans a com- 
plete redecoration and renovation of 
its second floor women’s shoe depart- 
ment this month. Current aisle dis- 
plays there are featuring indigo 
blue, several greens, geranium pinks, 
black patent, with a large center 
display unit given over to bone. 
Famous-Barr Company is promoting 
Julianelli’s Roulette pump with its 
four “half-dollar” discs and showing 
the pattern in navy calf, hot pink, 
greige grained calf and black patent. 

A Penaljo town walking shoe is 
selling well for Scruggs, Vander- 
voort, Barney. Of lightly grained 
crushed kid, the flexible, pointed 
toe, mid-season walker has a stacked 
swirl heel and double buckled tailor- 
ed vamp. It is displayed in golden 
tan, bone, scarlet and a pale neutral 
green both in the shoe department 
and in a series of store windows on 
the street. Also promotional at 
Vandervoorts is the Christian Dior 
closed black calf pump with high 
rising peaked Gazelle toe and parasol 
trim. 

Store remodeling and enlargement 
has allowed the men’s downtown 
Regal store to allot more space to 
promoting men’s style features. The 
shop’s January promotion used a 
Bottoms Up theme to play up a 
lightweight Italian two-eyelet ankle 
boot with fiddle shank and tap soles. 


Clearance Markdowns Smaller 
This Winter at Los Angeles 


SHOE clearance sales are in full 
swing and some surprising things 
may be noted. 

First, in the men’s lines, mark- 
downs are much smaller than is 
usually the case. No actual give- 
aways were noted, even for the dogs 
in the line, and middle sizes might 
average perhaps 12 or 15 per cent 
off full list. This is extremely con- 
servative for mid-winter clearances. 
Most of the middle sizes are in 
heavier construction. The light 
weight shoes are even less affected. 

This is probably an off-shoot of 
the extensive inventory reductions. 
An additional factor was that 
Christmas selling was good, al- 
though not spectacular. Coming on 
top of already reduced inventory, 
the retailers find themselves in the 
enviable position of not being 
forced to liquidate at wholesale 
prices. 

Great strength is enjoyed by the 
Italian imports. Now on display are 
men’s, women’s and children’s shoes 
in full lines from casual to dress-up 
footwear. It would appear that im- 
ported pairage is suddenly far more 
numerous and some grumbling from 
local makers is being heard. There 
is no way of knowing just how 
deeply this has hurt local produc- 
tion but a lot of the boys are wor- 
ried. 

The bright warm weather con- 
tinues with only one good rainstorm 
recently and it’s hard to get the 
customers to think about winter 
footwear. 

In women’s shoes black patent 
pumps are still dominant, of course, 
but the light shades are selling well. 
Style-wise, pumps, sling and 
T-straps and Spring-o-lators domi- 
nate the field. Opened-up types are 
going quite well and shoes that 
make use of vinyl trims to give a 
“naked” look have been very suc- 
cessful. 


Clearances Fade, Cruise 
Shoes Sell at New York 


SHOE retailing in New York con- 
tinues to conform to the pattern of 
sale-ing and cruising. Semi-annual 
clearance sales are still going strong 
in some of the stores but, for the 
most part, they have ended. These 
sales have been successful on two 
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counts; getting rid of odd lots and 
broken sizes and, at the same time, 
bringing traffic into the stores. 

Fortunately, weather in New York 
these past few weeks was fairly 
good and merchants reported they 
were busy and active. It was only 
on the bitterly cold, blustery days 
that things slowed down. 

Cruise and resort shoes were get- 
ting favorable reactions. Emphasis 
in this category was on white and 
brights, in smooth and lightly tex- 
tured leathers, silks, linens, straws. 
New high style spectators featured 
in white with black calfskin or 
patent, white with blue, with red. 
Bone continues to be popular. Prints 
are either splashed with a predomi- 
nant bright color — red, blue or 
green, for instance; or soft and sub- 
dued—yellow and white, yellow and 
gray. There are still many calls for 
white shoes to be dyed to customers’ 
color specifications. 

Ad copy put the emphasis on: 
“New pale lustre, almost-white, that 
sets off every Southern color under 
the moon or sun. The fine exciting 
shapes are pure Julienelli, pure 
fashion, the height of femininity on 
high heels. From Bonwit’s new and 
wonderful collection of designer 
shoes for travel and resort.” 

Closed or extremely open types, 
patterns, silhouettes, heels were il- 
lustrated and described effectively. 
For instance, I. Miller showed the 
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Femata last pump and indicated it 
was “bliss to wear .. . longstemming 
lowered back, 1959 toe not 
round, not pointed; perfect new 
taper . .. superb, supple sole... 
perfect in-between heel height.” 

Chandler’s showed walking shoes, 
ghillie and conventional ties with 
“gay barrel heels with the stacked 
leather look” in tan, beige, black, 
pear] beige, grey, rust. 


Detroit Clearances Succeed 
Despite Ice and Snow 

THE response to clearance sales 
was very gratifying to shoe retail- 
ers in the Detroit area. For, in spite 
of much cold weather and icy con- 
ditions, store traffic was heavy as 
customers took advantage of these 
annual sales to buy much-needed 
footwear at substantial savings. 
Most retailers totaled up a healthy 
sales increase over January of 1958. 

Shoe newspaper advertising has 
been devoted primarily to either 
clearance sales or promotion of re- 
sort footwear. Himelhoch’s adver- 
tised a DeLiso Debs pump of im- 
ported ombre linen on a slim wood- 
en heel as being the ideal shoe, not 
only for resort wear, but for spring 
and summer, too. Gaily decorated 
Italian straws on cork wedge heels 









Wrought silver, “Sau 
rhinestone 


Hi and Medium 
Heels 
in... Phone ba 
AM 5-3511 ... or 
clip out your choice 
nd Mail / 
your order. 


Chattanooga . . . East Ridge 


in a twinkle CMaiguie changes your mood 


Now comes the glittery season when 
discreet costume-twinkle is so fashion- 
wise. Start with the sumptious 
blackness of our superb fitting pointed- 
toe operas by Jacqueline. Light up 
your toes to suit the occasion. Our clip-on 
buckles are enough to make your 
feet spin and the room take on a grand 
glow. Your operas untrimmed are 
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LOVEMANS 
SHOE SALON 
on silver rail MAIN FLOOR 
... and EAST RIDGE 


were also featured in ads for resort 
wear. 

New spring styles are on display 
in all the store windows, with black 
patent taking its usual spotlight. 
Many slender patent pumps are seen. 
And a number of dressy patent 
styles with a narrow instep strap 
are on display. Although black is 
still foremost, colored patent is hav- 
ing a revival in shades such as 
bronze, gunmetal, green, red, and 
navy. 

Color seems to be everywhere in 
shoes for spring. Early indications 
are that tailored “suit shoes’ in col- 
orful delde suede and delde suede 
combined with calf will be welcomed 
by Miss and Mrs. Consumer. 

Chandler’s window display shows 
a one-eyelet tie on illusion heel in 
delde suede and calf in an amazing 
variety of colors: orange, mellon, 
spring green, wedgwood blue, vanil- 
la, gold, and bright red. 

In the growing girls’ and misses’ 
departments, the current best seller 
is the classic loafer in brown or 
black. Shoe retailers here are antici- 
pating an excellent spring season 
that will get off to an early start due 
to Easter falling on March 29th. 


Cold Inhibits Women’s 
Shoe Traffic at Boston 


LOW temperature and high winds 
kept many Boston women shoppers 
at home during the first half of Jan- 
uary. Hence, even the reduced price 
sales, always part of the January 
merchandising picture, failed to 
produce the hoped-for volume. 

Best results were had by stores 
which had marked down prices on 
regular lines by about 20 per cent. 
Odds and ends—clearance merchan- 
dise—with much higher markdowns, 
didn’t move as well as had been ex- 
pected. 

Typical of the markdowns offered 
by high style, high quality stores 
were those by Joseph Antell at Zero 
Newbury Street in Boston’s Back 
Bay shopping section. Included were 
four styles—three pumps and one 
T-strap. The former carried vamp 
and throat ornamentation. The 
leathers were suede and calf. The 
colors were black, brown, navy blue 


Both eye-catching and informative is the ad above which illustrates how a black 
pointed-toe opera by Jacqueline may be made to parallel the mood of the evening 
by changing buckles. Effective selling ad. Chattanooga, Tenn. [5 cols). 


and red. Regular prices ranged from 
(CONTINUED ON PAGE 70) 
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FOR DRESS... 
AND RUGGED WEAR, T00 


Year after year, more Tingley Clogs are 
sold than any other brand. Will not 
gap at the side or pull off the heel. Light 
and comfortable, they are smart looking 
on quality dress shoes and they wear 
like iron. 


Only 4 sizes will give a better fit than 
28 sizes and lasts in old style lined 
clogs. Think what that means in easier 
stock keeping. Fill-ins quickly available 
from nearby distributors. 

Clogs, Sandals, Storm Rubbers and our 
complete line of children’s and young- 
ster’s Rubbers and Boots offer smart re- 
tailers more sales with ¥ the inventory. 


RUBBER CORPORATION 
IRR ENTIRE 


Rahway, New Jersey ® Established 1896 








boot ang onoe Record 


Nylon Velvet Fabric Looms for Spring 
by GERALDINE EPP 


“VELVET is booming because despite its delicate appear- 
ance it’s extremely durable and easy to clean,” it was 
reported in the July 1, 1956 issue of the Recorper. 

At that time nylon velvet was confined to the little girls’ 
dress shoe picture. Today it looms importantly in school 
types as well. But, while a proven item with many manu- 
facturers and retailers, nylon velvet is making its first 
appearance in many parts of the country for spring. In 
other parts it will be introduced for fall °59. 

First-time users among retailers, while themselves con- 
vinced of nylon velvet’s attributes, could become first-time 
losers if they fail to tell the fabric’s story well. Retailers 
who now buy nylon velvet as a staple item report “the 
going was rough at first.” The fabric, while eye-appealing, 
also looks deceptively fragile and practical mothers re- 
sisted. But once they were sold, repeat sales resulted. 

So, if you’re introducing nylon velvet for the first time, 
don’t expect your stock to sell itself; it must be helped. 
First, make sure that sales personnel become acquainted 
with the fabric, that they are able to answer all questions 
about durability and cleaning. Second, tell the story di- 
rectly to the consumer whenever the term “nylon velvet” 
is used: in direct mail or newspaper advertising, or in 
departmental display cards. 

To assist “first-time users, some manufacturers, such as 
Vaisey-Bristol, enclose cards of explanation in each pair 
of shoes shipped. The sales person need only hand the 
card to the mother while trying the shoe on a child’s foot. 
Other manufacturers, such as Juvenile Shoe Corporation, 
have explained the fabric in advertising mats shipped to 
their dealers. 

Tips also are available in the advertising copy of out- 
standing retailers around the country. Neiman-Marcus of 
Dallas, for example, has been promoting nylon velvet in 
this way: 

“Party Proof Velvets—Nylon velvet . . . so you can just 
sponge off the ice cream.” 

“Party Manners” a by-line from Frost Bros., San Antonio, 
“Twinkle-toed velvet slippers and a matching velvet bag to 
inspire a party-goer to be her most lady-like”; Also from 
Frost Bros., “Small Parties Demand . . . nylon velvet slip- 
pers.” 

“Bright Red or Pitch Black nylon velvet by Lazy-Bones” 
is the caption on two prepared mats issued to customers of 
Juvenile Shoe Corporation. Widely reproduced across the 
country, one ad states: “Who'd ever guess such beautiful 
little shoes could be so long-wearing, so easy to clean!” 

Heretofore considered a fall-winter fabric, nylon velvet 
is being offered for the current spring season. Vaisey- 
Bristol, for example, presents a tapered-toe T-strap for its 
Vanilla Ice shoe in Parents magazine’s March issue devoted 
to this children’s color promotion. Pink nylon velvet is 
another spring offering. 


Although patent shoes, rubber soled shoes, and shoes 
made of elasticized fabric are so commonplace today that 
they seem to have always been with us, all three were 
unknown two hundred years ago. 

Patent leather was introduced in 1822 when an Ameri- 
can, named Seth Boyden, saw a pair of horse blinders 
made of similar material. This was a French import, but 
Boyden experimented until he achieved something similar, 
and it was found that this was practical and quite at- 
tractive for footwear. It turned out to be such a popular 
material that a statue was erected in his honor in Newark, 
New Jersey. 
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Y COLAC 


HARD ABS POLYMERS 


THE TOUGH, 


CYCOLAC’s amazing properties make it in- 
finitely superior to traditional shoe heel ma- 
terials... serviceable over a wide temperature 
range. 

CYCOLAC’s outstanding toughness and abil- 
ity to “take-it” have been proven through 
constant wear. 

CYCOLAC’s exceptional quality practically 
eliminates returns. 

CYCOLAC’s light weight offers more heels 
per pound . . . usable with all conventional 
shoe forming equipment. 


CYCOLAC’s low cost will surprise you. 


In the past six months over a million high 
heels have been molded of tough, hard 
CYCOLAC resin. Made in the latest nar- 
row style demanded by current fashion, 
these heels have shown an astounding 
ability to stand-up under daily wear. 
Manufacturers and molders report returns 
at an all-time low! 


If you are looking for ways to cut man- 
ufacturing costs and still maintain the 
quality of your shoes, try CYCOLAC 


and see! 


WRITE FOR DETAILED INFORMATION TODAY! 


PACESETTER IN 


Marbon 
CHEMICAL 


SYNTHETIC RESINS 


Division OF BORG WARNER 

Washington, W. Va. 

also represented by: 

WEST COAST: Harwick Standard Chemical Co., Los Angeles, Cal. 
CANADA: Dillons Chemical Co. Ltd., Montreal & Toronto 
EXPORT: British Anchor Chemical Corp., New York 
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Goodyear 


INSOLE RIB 


Attaching Machine 


gives accurate 
three-margin control 
at low cost 


United’s improved insole rib attaching machine — the Model 
B-—has a three-position edge gauge that makes possible the 
accurate rib location needed for good shoemaking. Adjustable 
stops furnish selective but positive edge gauge locations for 
specified margin dimensions. 


This new model will give you higher production at lower 
cost. A reel holding 400 yards of preformed rib minimizes the 
time spent by the operator in handling materials. Other im- 
provements and simplifications reduce maintenance expense 
and permit you to produce inexpensive, flexible insoles with 
accurate margins and solidly attached ribs. 


Call your /€ representative for more detailed information 
that will help you lower the cost of your welt insoles. 


UAC UNITED SHOE MACHINERY CORPORATION 
Boston, Massachusetts 
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Chicago 


F acrory production schedules continue tight in the mid- 
west market area. Pressure for deliveries has abated 
somewhat, but is still a problem. 

All shoes for pre-Easter selling that were ordered on 
time are either delivered, about to be, or in the works. 
It’s the delayed orders, the fill-ins, and shoes for immedi- 
ate post-Easter selling that are causing the worries. There 
is confidence that the “second Easter” is certain. Getting 
the shoes, and the proper ones, is the concern. The short 
selling period hasn’t established enough trends to give 
retailers the feeling they would like for confident re- 
erders and fill-ins. 

However, confidence in spring business continues to 
grow. Retailers ended the year with good, clean inven- 
tories. What shoes they had left for clearance sales had 
good response. Early sampling of spring shoes has been 
encouraging. This encouragement comes from a more 
stable program of merchandising evident in many retail 
quarters. 

Despite the talk of importance of styles, sound retailers 
are building greater inventory depth in volume and 
wanted shoes. They are buying leading styles in depth, 
depending on in-stock supplies for size ups and _ this 
doesn’t mean they are neglecting styles. This policy holds 
true for pointed toes, new silhouettes, and some of the 
newer colors. 

In fact, it means that many will be better covered than 
ever before in the season’s best styles. But it also means 
there will be fewer markdowns at the end of the season. 
It’s better for the manufacturer too, because it means he 
can concentrate production, takes less risk in in-stock. 

There’s increasing dependence by retailers on manu- 
facturers for help with merchandising. This means 
planning in displays, both interior and window, special 
events, advertising, and style and product information. 
This means more firms are expanding their training pro- 
gram for salesmen—so that they can in turn pass it on to 
retailers. More salesmen will be spending more time in 
retail stores, some of it right at the fitting stool with 
customers. 

There is one theme that may gain some momentum this 
year. This would be in the direction of some cooperative 
advertising and promotion of men’s shoes. Responsible 
leaders have pointed out that there is much confusion about 
style, that too many different styles are being offered at 
once. Hence the public has no idea as to what are or what 
are not the season’s best styles. This could be corrected 
with some over-all agreement and style selection, it is 


contended. 
New England 


Tuner northeastern Massachusetts locals of the United 
Shoe Workers of America, previously unwilling to join 
other locals in accepting a management wage and hour 
offer, reversed their stand on January 9 and voted to 
accept it. This insures two years of labor peace and wage 
stability in most of the state and almost certainly in the 
other New England states as well. 

The new contract, as noted, calls for an immediate 
increase of five cents an hour and a similar increase 
effective January 1, 1960. Three cents of the 1960 in- 


February |, 1959 


crease is to apply to take home pay. Two cents goes 
into a pension fund for the workers. 

While the immediately effective five cent increase is 
admittedly not large enough in itself to justify a hike in 
shoes prices, manufacturers point out that it may be the 
deciding factor in view of the fact that practically all 
other costs have gone up. 

Even before the new contracts became the subject of 
negotiation, increases have been announced by several 
manufacturers of women’s dress shoes and by companies 
making men’s dress types. In the case of women’s shoes, 
these increases have not been across the board, applying 
only to part of their lines. 

In the case of men’s shoes, more directly affected by 
the higher prices of calf and kip leathers, increases have 
varied from five and ten cents a pair to as much as 35 
to 40 cents. Some manufacturers in both categories have 
held the price line to date and are now expected to com- 
plete their spring and summer runs without price change. 
In the case of those firms, according to trade observers, 
increases may be expected before fall runs get under way. 

In the meantime, New England factories continue to be 
busy. Some already have booked orders for post-Easter 
shipment. Others, with retail and wholesale accounts in 
the south, report re-orders on spring styles. 


St. Louis 


Au factors point toward a good first half of 1959 for 
St. Louis producers, especially as far as volume is con- 
cerned. Plants are operating on full work weeks, plus more 
than a small amount of overtime, in an endeavor to meet 
delivery schedules. 

Profits are still looked on as one big question mark. 
As costs continue to rise, profit margins are slimmed 
down. Whether profits will dip under 1958 totals in spite 
of considerably increased pairage, manufacturers hesitate 
to forecast. However, the fact that new model automobiles 
are selling “on time” across the nation is looked upon by 
one producer as a “vote of confidence” by the wage- 
earners for their 1959 earnings prospects. 

Representatives of leather companies, which showed 
their fall and winter lines of leathers and colors in St. 
Louis in January, agree with producers’ feelings that the 
upsurge of color for spring ahead may be playing more 
than a small part in upping women’s business. Graphs 
of colored leathers ordered show that demand for colors 
started slowly, then took off suddenly in heavier than 
anticipated volume. 

There has been a good demand for lustres for spring, 
leathermen noted, as well as for non-cracking patent. The 
latter, although not new this season, has gathered momen- 
tum and is being used by several local firms. Although 
the non-cracking patent will not answer all past patent 
leather problems, tanners say, it minimizes them and aids 
in making patent an all year round material. The new 
finish, it is claimed, withstands extreme temperature 
changes without cracking, flexes without cracking, and can 
be made in a wide variety of colors. One tanner’s repre- 
sentative observed that the new patent leather goes through 
production lines with fewer reject pairs, which manufae- 
turers appreciate doubly in this era of what the NSRA 
bulletin terms “profit-shy prosperity.” 

International’s sales representatives took word of price 

(CONTINUED ON FOLLOWING PAGE) 
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increases with them when they went out with summer 
lines the first week in January. The price and merchandise 
adjustments are not across the board, and are viewed by 
the company as minor in amount. Because of the nature 
of the increases, which concern some shoes but not all 
of them, increases could not be expressed in per cent. 
International Shoe Company also announced in January 
the closing of its plant at Chester, IIL, which employed 
450 workers making children’s shoes. No other Interna- 
tional plant is to be closed, a company official stated. 


Los Angeles 


A LOT of conversation is being heard locally about the 
proposed labeling law. Comments are universally 
demnatory: makers feel it portends an unfair burden and 
one not required of other industries. 

To judge from the comments by mothers at a PTA 
meeting, public response to the proposal might be favor- 
able. There would appear to be a growing concern by 
the public about the wearing qualities of shoes. 

Ever since shoes were invented Mom has always com- 
plained that “little Johnny just goes right through them,” 
but the same complaint about teen-aged girls is compara- 
tively new. It is growing, however, with many a local 
mother saying “she paid $8.95 for those flatties and they 
lasted just one month.” Commonest complaints are heels 
or top lifts that survive just one wearing, while the re- 
placement put on by the cobbler lasts for weeks; steel 
shanks that poke through the arch in a week or two; uppers 
so flimsy that the girl's little toe pokes through from the 
inside. 

Were these complaints made about extremely cheap 
footwear they would deserve little attention, but they refer 
to middle-price bracket shoes. This reporter is not af- 
firming such claims; merely reporting that this is what the 
consuming public is saying. 

There is no question but that local production is up. 
Good orders are on hand and the industry is facing the 
future with confidence. Easter buying is expected to be 
good and although many look for a drop-off after March 
29, they fee] that the long-promised upswing will maintain 
itself. 


con- 


New York State 


New YORK shoe manufacturers are busy and they ex- 
pect that production will be maintained on a high level. 
Many of them are booked solid and for the next two 
months activity for the most part will be concentrated on 
meeting delivery dates scheduled to get the shoes into 
retail stores in time for Easter selling. 

They are encouraged too by the fact that merchants 
were looking beyond the March 29th date. Orders are 
continuing to come in steadily for future delivery. There 
is assurance of cutting into April and May. 

Pumps—opened up and closed types, sandals, d’orsays— 
in smooth calfskins, kidskins and patent leather in black, 
bone, white constitute the bulk of the production. Many 
of the manufacturers also have a special color or two that 
they feature and promote. 

It is interesting to note that the emphasis on lighter 
weight, lighter looking children’s shoes has made it almost 
imperative that they be included in all lines. Many of the 
progressive manufacturers, who in the past have estab- 
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lished their reputations for welt-construction shoes are 
now making a lot of misses’ dressy, tapered toes in the 
cement construction for the first time this season. They 
are making these concessions to style but at the same time 
they are endeavoring to retain important fitting character- 
istics such as sufficient toe room and good wearing. 

Shoe manufacturers are encouraged by the prospects for 
business in all categories: men’s women’s and children’s. 
Merchants are placing their orders consistently. Invento- 
ries are in line and selling has been good. It all adds 
up to a satisfactory picture, production-wise, for the next 
several months. 


Milwaukee 


CONFIDENCE in 1959’s outlook emanates from the front 
offices of each of this town’s shoe producers. A typical 
comment is: “If the optimism prevails through spring that 
we experienced in our initial orders from dealers, we're 
heading into a good year.” 

Figures being released on last year’s volume verify that 
58 was very slow in getting started. Most plant spokes- 
men agree that “58 “could have been better,” and that 
improvements in the last quarter proved instrumental in 
keeping their firms in the profit column. 

Virtually every plant here is operating on a full capacity 
level. Several of the children’s lines are putting in over- 
time schedules to fill dealer demands. Children’s shoe 
executives note that their orders are coming in from the 
territory in gratifying fashion. Factories expect to start 
shipping their new spring style goods in earnest within 
the next few days. 

Boys’ black shoes continue to be a leading item. Dirty 
bucks and gray bucks in boys’ and youths’ sizes, according 
to factory reports, have picked up much strength in the 
past six months among midwest retailer accounts. 

Men’s dress shoe producers concur that 1959 sales can 
be expected to hit totals at least as good, if not slightly 
above the 1958 figures. Orders now are running well ahead 
of last year. But last year at this time manufacturers hasten 
to point out, the recession was impeding retail activities, 
and the general situation was comparatively bleak. 

Prices remain firm. Most plants have tacked some selec- 
tive increases on men’s footwear items in their lines. None 
of the firms report having upped their price tags more than 
about five per cent; they note that resistance to these 
boosts has not appeared. 

Men’s square toes continue to gain, but most plant exec- 
utives feel the style will prove short-lived. Black will 
continue to pick up strength and shoes in dark shades of 
tan are revealing growing popularity. 

Only a handful of the women’s footwear producers in 
this sector are concerned with high styling problems in 
their output. Production of conservative, staple shoes con- 
tinues to hold a healthy level. Makers of casual footwear 
note that there is a sizable increase in orders for “silky 
shags” and lower heel walking shoes in recent months. 

Ladies’ shoe manufacturers report that prices on their 
first buys have not changed materially from last year. 
Some upward price revisions may be found necessary. they 
feel, in the next quarter. 


Up until 1832, shoes were soled with either leather, 
wood, or rope because rubber soling was unknown until 
Wait Webster. of New York, received a patent that year 
for “attaching India rubber soles” to footwear. 
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TAYLON st a bow ! 











Soft-toe, 
straw slip-on 





funtime footwear 
featuring durable, 
water-repellent, 


washable, non-brittle 
TAYLON straw. 


Straw Moc 


® 
TAYLORED-TO-FIT 


THOMAS TAYLOR & SONS 


Hudson, Massachusetts 





Daytona Beach 


COPR. 1959 

THOMAS TAYLOR & SONS 
See us at the Factory Management Conference, Booth 322, Netherland Hilton Hotel, Cincinnati; and at the 
Allied Shoe Products and Style Exhibit, Room 542, New York Trade Show Building, 35th at 8th Ave., New York 
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EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO., INC. 7 


Reaching new sales Neights every day! And 
most of your stormy weather yet to come! 





Tremendous consumer advertising campaigns 
tell your customers: 
a meole) @y-Wmn sal -m-\e> angel -|-m-10). |e 


"salle 2elemr-t-) ale). e-liem Bl-t-1s-e 
ol TU de Zolemmel-1 a. ¢-llam @l-t- lem 


All these leading National Magazines 
pre-sell your customers... 


LIFI SEVENTEEN 


LOOK MADEMOISELLI 


CORONET VOGUE CHARM 


LADIES HOME JOURNAI TRUE STORY 


Mid MeCALLS GLAMOUR 





GOOD HOUSEKEEPING PHOTOPLAY 
i 


Famous Radio and TV Personalities tell 
the Rain Dears story, too! 


Gl os .@ Ay) me he Os © Bm fos 
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SUCCESS STORY $ 


PLASTIC RAINBOOTS 


Models for all heel heights 
in both clear and smoke.. 
in all sizes 


retail about $200 


SATIN FINISH 


ein Dewees 


D> 2cswer a paoouer oF THE Lon sas ¢o.NC_ gl A PRODUCT OF THE LUCKY SALES CO., INC 


FLORAL 
DESIGN 


ADVERTISED IN 


LI F E PRE-SOLD TO COUNTLESS MILLIONS OF CUSTOMERS . . . THE NAME THAT PULLS THEM IN. 


IMMEDIATE DELIVERY oun Deus 


___ from 3 Display Units make 
Shipping Points . . . eek acl” enay 


NEW YORK . . here is strong flexible 
CHICAGO new muscle on 

LOS ANGELES your sales force 
Lucky speeds Rain Dears . . . Stores all over 


the nation report 
to help you speed sales. sesenmanal 


successes by 
the “sales champ”. 


ES 941 E. Third St. 2019 W. Walnut St. 47 W. 34th St. 
LUCKY So iNc. LOS ANGELES CHICAGO NEW YORK 


MAdison 5-2531 CHesapeake 3-3329 PEnnsylvania 6-5955 
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Bally Brings Continental 
Retailing to San Francisco 
(CONTINUED FROM PAGE 53) 

The design criteria established by 
architect Bolles were based on a 
“split-level” concept, developed to 
provide one third more space for 
selling than would be possible with 
a conventional first floor and base- 
ment. 

“This,” Bolles points out, “reduced 
excess basement storage to a proper 
ratio to selling space and made it 
possible to utilize the area beneath 
the lower level for the air condition- 
ing equipment. It also made it pos- 
sible to receive merchandise through 
a sidewalk elevator to the basement 
and to install a cash register and 
wrapping counter on each level. 
Merchandise is unpacked and for- 
warded to a stockroom on each level 
by a new dumb-waiter.” 

“In general,” Bolles continued, 
“our design effort was to create an 
environment of elegance, function- 
ally planned to present fine merchan- 
dise and to emphasize the urban 
charm of Union Square in a fresh, 
new manner. 

“The store front, for example, was 
designed to produce a real impact on 
passing buyers, without resorting to 
garish gimmicks. We wanted to take 
ful! advantage of the pleasant out- 
look on Union Square and at the 
same time avoid any ‘glass cage’ 
appearance of the conventional open 
front.” 

As a result of this design philos- 
ophy, the Bally merchandise on dis- 
play dominates the windows, rather 
than the reverse. 

Imported “Cream Perla’ marble 
frames the new front and extends 
upward to include the second floor 
facade. The show windows are deli- 
cately framed in gold-anodized alu- 
minum and bulkheads are gray “Deer 
Island” granite. 

The all-glass entrance is divided 
by a vertical panel of Venetian glass 
mosaic in cream, white and gray. A 
planting group behind the show win- 
dows introduces organic forms util- 
ized to play against the precise geo- 
metrical structures of the entrance. 

Immediately on entering the store, 
one steps almost directly into the 
“Petit Salon,” a new “first” for San 
Francisco shoe retailing, conceived 
and developed by Miss Silvya Kur- 
zen, of France and Switzerland. 

With a marble floor and rosewood 


case-work to establish the feeling of 
high quality, the architect added a 
mirror wall to create an additional 
effect of spaciousness in the “Petit 
Salon” which features unusual acces- 
sories and what Wittstock terms 
“conversation pieces’ both domestic 
and imported. 

From this salon a curved open 
metal stairway, covered with luxuri- 
ous red carpeting, leads directly to 
the upper-level shoe salon where 
Bally’s high-fashion shoes are fea- 
tured. 

The stairway approach is light 
and graceful and in keeping with 
the severely simple detailing in the 
upper level salon, where the walls 
are white to give full effect to the 
color impact of the scarlet carpet 
and the colored velvets of the fur- 
niture upholstery. In addition, mir- 
rors have been projected with sur- 
rounding “haloes” of indirect light. 

The low chairs, divans and has- 
socks with which the high-fashion 
shoe salon is furnished are an adap- 
tation of the 2nd Empire at the time 
of Napoleon III and the colors are 
those favored in the decor of Em- 
press Eugenie .. . brilliant gold, 
purple, blue and aquamarine. 

In addition, the salon contains 
matching straight chairs, with the 
frame work in gold leaf, all adding 
to the “elegance” desired by Bally. 

The lower level, devoted to fash- 
ions for “the young in heart,” has 
been deliberately subordinated to 
the elegance of the upper salon with 
slightly less luxurious furnishings, 
lifted by a repetition of the red 
carpet and the addition of a spec- 
tacular Antonio Sotomayer mural 
on the rear wall. 

It is in this area that Bally fea- 
tures little heels, casuals and popular 
priced lines of popular name brands 
which fit the theme of Sotomayer’s 
10 x 30 foot mural of dancing bal- 
lerinas in tones of warm grays high- 
lighted by touches of bright color. 

As part of the design program, 
developed by Kurt Helmstaedter of 
architect Bolles’ staff, all three levels 
are tied together at the stairwell by 
a dramatic marble wall of “Cream 
Perla” marble, highlighted at the 
top center by a six-foot chandelier 
of Murano Venetian glass imported 
from Italy. 

Under the direction of store mana- 
ger “Mr. Skippy” Scripilliti, the staff 
is now concentrating on “the type of 
high fashion selling we do in our 


European outlets, converting buyers 
wherever possible to the better qual- 
ity shoes.” ® @ @ 


Practical Service Is 
Goal of Allied Show 


(CONTINUED FROM PAGE 55) 
this important semi-annual event. 

An innovation will be the “Work- 
ing Style Kit,” which will be given 
to every shoeman registering. The 
kit will consist of a large, hand- 
some portfolio designed for practi- 
cal and handy use by shoemen as 
they “work” the Show. An impor- 
tant part of the contents will be a 
sheaf of authoritative, advance style 
reports, applying to fall, 1959, foot- 
wear. These reports, prepared by 
the Show’s Style Advisory Commit- 
tees, will serve as reliable style 
guides for attending shoemen in 
planning their lines. The reports 
will deal with new trends in heels, 
solings, fabrics, shoe ornaments, 
coated fabrics, lasts, goring and 
trimmings. 

Clarence R. Heyde, executive di- 
rector of the Show, states that “the 
Working Style Kit is being intro- 
duced as one of a series of new and 
practical service ideas sponsored by 
the Allied Show to enable the thou- 
sands of visiting buyers to obtain 
maximum productiveness from their 
attendance.” 

Nearly 200 exhibitors, comprising 
the leading names in the field of 
shoe components essential to the 
styling of footwear lines, will be 
represented. A vast array of prod- 
ucts will be on display: heels, coun- 
ters, solings, lasts, box toes, linings, 
insoles, fabrics, shoe ornaments, 
goring and trimmings, special equip- 
ment and devices, welting, midsol- 
ing materials, etc.—along with 
numerous services in the field of 
styling. At the last Allied Show, 
over 2000 new items were intro- 
duced, and it is expected that an 
equal or greater number will be 
shown at the February Show. 

Chairmen heading the respective 
Style Advisory Committees of the 
Allied Show are: Solings, Louis EF. 
Rohrbaugh, sales manager, Shoe 
Products Sales Division, B. F. Good- 
rich Co.; Shoe Ornaments, David 
B. Greenberg, president, French 
Beading & Novelty Co.; Lasts, 
David G. Serling, president, Ster- 

(CONTINUED ON PAGE 70) 
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Practical Service Is 


Goal of Allied Show 


(CONTINUED FROM PAGE 68) 


ling Last Corp.; Heels, S. Grob, 
president, Leader Heel Co.; Shoe 
Fabrics, Abe Kaplan, president, 
Kaplan Products & Textiles; Coated 
Fabries, Mortimer Weiss, treasurer, 
Cooney-Weiss Fabric Corp.; Leather 
Solings, John E. Laurie, Virginia 
Oak Tannery; Goring, Ralph A. 
Parker, Thomas Taylor & Sons, 
Inc.; Shoe Trimmings, Alan Badish, 
sales manager, Beer-Stern Co., Inc. 

Each of these committees has 
prepared a special advance styling 
report dealing with the application 
of their respective products for fall, 
1959, footwear. Some of the high- 
lights of these reports, to be made 
available to all registering shoemen, 
are as follows: 

Nuclear Shoe Solings: Design 
treatments and the lightweight look 
will be the two outstanding features 
in fall footwear solings. 

Leather Soles: Lighterweight 
soles with high flexibility, longer 
wear, increased water resistance, 
and lighter color will be featured in 
leather soles. New tannages have 
given new properties. 

Lasts: The very pointed, elon- 
gated last will continue as the leader 
in women’s lasts. While many fresh 
innovations will be seen, these will 
retain the elongated look. The elon- 
gated square-toed last will also be a 
front-runner. 

Fabrics: A trend toward soft, 
drapery fabrics; a definite rise in 
leather-fabric combinations; plainer 
materials that accentuate color and 
texture rather than bold ornamen- 
tation. A good season for brocades, 
satin, jacquards. 

Heels: In dress heels, the thin- 
thin needle heel is the leader, with 
eraser-tip-size toplift. Also in the 
dress category: the square-breasted, 
square-backed heel, riding with the 
square-toe trend. In stacked heels, 
first place for fall goes to the Queen 
Anne, shaped like a_ little-little 
Louis. The Keg heel also looks like 
a leader. Even wedge heels are be- 
ing adapted to the “thin” look. 

Goring: Many interesting appli- 
cations on T-straps. Gore textures 
and patterns more pronounced yet 
refined. A big season for slash gore 
treatments. And a novel idea gath- 
ering momentum: elasticized shoe 
laces. 
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Coated Fabrics: A number of bold 
innovations as coated fabrics move 
toward “originals” rather than con- 
centration on simulations of other 
textures. Emphasis will be on new 
types of surface finishes best ex- 
pressed in coated fabrics. 

According to the Allied Shoe 
Products Show Committee, for the 
first time in history more shoes are 
being purchased for fashion wants 
than for basic or replacements 
needs. The Committee estimates 
that about 55 per cent of shoe pur- 
chases today are motivated pri- 
marily by fashion appeals. 

This trend has been particularly 
noticeable in women’s and juvenile 
shoes. Over the past decade, con- 
sumption of women’s shoes has 
risen a half pair, resulting in an 
increase of 65 million pairs yearly— 
and an expanded dollar volume of 
$325 millions at retail. 

According to Ralph A. Parker, 
general chairman of the Allied 
Show and director of styling and 
development at Thomas Taylor & 
Sons, “This significant trend of 
fashion dominance in footwear 
places the allied shoe trades in a 
more responsible role than ever. 
Creative styling in shoe components 
is bearing tremendous influence in 
rising shoe consumption through 
fashion appeals. 

“The present ‘fashion ferment’ 
indicates that the industry is mak- 
ing fashion its most powerful sell- 
ing tool. And there has never been 
a time when the industry’s manu- 
facturers and buyers have found it 
so vital to work closely with the cre- 
ative allied trades. This is being 
realistically expressed by the stead- 
ily rising attendance at the Allied 
Show, and the influence of this Show 
on the advance season’s styling 
trends.” 


Exhibitors at 
Allied Trades Show 


(CONTINUED FROM PAGE 55) 


432 
550 
421 


Mystic Manufacturing Company 
National Automotive Fibres, Inc. 
National Backing Corp. 
J. D. Neilson Div. Howes Leather Co., 
Inc. 2nd Floor 
North & Judd Manufacturing Co. 429 
Ny-Linn—Chicago, Inc. ..........2nd Floor 
O.K. Shank & Counter Co. 314 
O'Sullivan Rubber Corporation . 408 
Ouimet Stay & Leather Co. i 
Oxford Shoe Specialties Co........... 438 
Parker Shoe Accessories Co., Inc. .2nd Floor 
Parva Buckle Company 2nd Floor 


.2nd Floor 


Pellon Corp. .. 
..2nd Floor 


Permachem Corp. 
Pero & Daniels, Inc. ........... . 537 
Phillips-Premier Corp. ......... “2nd Floor 
Philmar Fabrics . “4 303 
Plever Backing Corp. ............ _ 325 
Ply-Lar Corp. Ws 442 
Po-Gem ; . 634 
Precision Buckles, ‘Inc. . 544 
Princeton Knitting Mills, Inc. 428 
P. V. Cushion Sole Company .. Ind Floor 
Quabaug Rubber Company 505 & 512 
Respro Div. General Tire & Rubber Co. 
541 & 546 
Robin Last Company, Ltd. ae 521 
Rockmore Company, Inc. ........ “341 & 343 
F. Ronci Co., Inc. 527 & 528 
Rubin Trimming Works, Inc. .... 533 
Sabelman Plastic Heel Company, Inc. 330 
Schiff Jewelry Mfg. Co., Inc. 404 
Lawrence Schiff Silk Mills, Inc. 345 
Schu-Reviews ; 634 
Shoe Factory Supply Corp. 523 
Silver Fabrics Corp. : 422 
Sinco Novelties Corp. .. 604 
Harry R. Snyder Shoe Styles 548 
Spano Shoe Products, Inc. 50! 
Stedfast Rubber Co., Inc. 2nd Floor 
Stephenson & Osborne Div.—Howes 
Leather Company, Inc. 2nd Floor 
Sterling Last Corp. 640 & 642 
Stocko Metal Products 55! 
Strauss Import Corp. 332 
F. W. Stuart Company 521 
— Cut Sole Div. —Howes Leather 
ae 2nd Floor 
ites oi Taylor & Sons 542 
Textileather Division, 
Rubber Company 
Thermo-Plastic Products, 
United Last Co., Ltd. 
Universal Coated Fabrics Co.., 
Universal Creations, Inc. 619, 
Universal Stay Co., Inc. 619, 
Venus Art Embroidery Co., Inc. 
Virginia Oak Tannery, !nc. 
Vulplex, Inc. ... Gh 532 
Wavershoe Trimming Co., Inc. ... .341 & 343 
E. E. Weller Company 65! 
Weymouth Art Leather Co., 431 
Williamsburg Stay Co., Inc. 525 
Wilner Wood Products Company .2nd Floor 
Wilshire Fur Products 305 


344 & 


General Tire & 

307 & 349 
537 
426 
338 

621 & 623 

621 & 623 

: 626 

2nd Floor 


Inc. 


Inc. 


Retail Trade 


(CONTINUED FROM PAGE 59) 


$22.95 to $29.95. The sale price, for 


one week only, was $17.95. 

Another high style outlet, Bonwit 
Teller, at 234 Berkeley Street, also 
in the Back Bay section, elected to 
stick to regular prices. This store, 
obviously appealing to customers 
planning winter vacations in the 
south, offered two pumps of straw. 
One, carrying a flat heel, was offered 
in natural, orange, French blue, 
green, white or black at $11.95. The 
other, with slender heel, came in 
orange, green, royal blue, natural, 
black or white at $16.95. 

The near-zero temperatures of the 
first part of the month, while cut- 
ting down somewhat on dress shoe 
volume, produced an increased de- 
mand for shearling lined boots. © ® 


Boot and Shoe Recorder 





Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 32) 


the slide in business was a mild one 
—and so was the decline in the num- 
ber of births. 

The slowdown in the rate of births 
was the first in eight years, accord- 
ing to the U. S. Public Health Ser- 
vice, which keeps records on births, 
marriages, and deaths. The final 
count shows 4,248,000 babies born 
in 1958, as compared with 4,301,000 
the previous year. 

The trend toward larger families 
that started in 1950 is continuing, 
the government experts say. ® @ 


Wilbur Gardner 
(CONTINUED FROM PAGE 43) 


“We have taken no stand on shoe 
labeling, and we intend to remain 
neutral] on it. Contrary to some 
rumor, we had nothing to do with 
instigating shoe labeling legislation. 
Our only desire is to see that repair- 
able shoes are made and sold.’’) 
Gardner told me that the Institute, 
in writing to him, had urged him to 
be careful in the wording of the peti- 
tion “‘so that it would not antagonize 


THESE 


Perforated one-piece leather 
quarter linings . . . built-in 
leather Arch Protector 
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the rubber manufacturers.” Gardner 
declares that he is “frankly irked by 
the Institute’s failure to support this 
labeling program in the interests of 
the repair trade and _ repairable 
shoes.” 

Gardner then wrote the Auto- 
Soler Co., a Georgia shoe repair ma- 
chinery firm, making the same re- 
quest for a list of shoe repairmen 
throughout the U. S. Auto-Soler re- 
sponded by sending 600 selected 
names in all 48 states. 

Gardner prepared a letter, sent it 
to each of these shops, along with a 
sample petition. He asked these shops 
to display the petition prominently, 
along with samples of inferior, cut- 
apart old shoes showing “paper” in- 
sides—and to request customers to 
sign the petition. He also asked 
these repairers to send a list of 10 
other shoe repair shops in their re- 
spective states. Thus the original 600 
names were converted into a kind of 
chain letter, and soon Gardner had 
2,000 shops participating in the peti- 
tion program. Names on petitions 
poured in by the hundreds—and to- 
day total over 27,000, which Gardner 
says have been shipped to Washing- 
ton. Hundreds of new names are 


coming in weekly, Gardner says. 
The petition that the consumer is 
requested to sign, reads very simply, 
as follows: 
For my own protection, I desire 
legislation that will compel the at- 
tachment of a LABEL to shoes, 
indicating what materials were 
used in the construction of said 
shoes, either real leather, paper 
fiber or imitations of leather. 
I believe I could buy and would 
buy better shoes if they were 
LABELED. 
I believe if I could choose better 
shoes by LABEL, better foot 
health would result. 
I believe great savings in money 
would result, if I could buy good 
shoes by LABEL. 


Support Mounts 


> Thus, according to Gardner, what 
began as “‘a voice in the wilderness” 
now became “‘a shot heard round the 
nation.” And, significantly, the 
“movement” had gathered sufficient 
momentum for it to become a “‘polit- 
ical plum” in Washington. The plum 
was plucked by Representative 
Charles Porter of Oregon. Soon the 
(CONTINUED ON PAGE 78) 


BABIES & INFANTS SHOES 
ARE 

BUILDERS OF 
YOUR FUTURE! 


860 — White elk, leather 
soles. 

B¢.0...25.. Fa 
B,C,D...5%-8 . 2.45 


870 — Brown, same as 
860. 


862 — White elk, leather 
soles. 

B,C,0,€..2-5.. . $2.38 
B,C,D,E .5%-8. 2.55 


882 — Red, same as 862. 
Co....2-$.. 4223 
B,C,0..5%-8.. 2.55 


872 — Brown, leather 
soles, 2-8, Neolite soles, 
8%-12. Same as 862. 

AS ree eee 
B,C,D,E.5%-8 . 2.55 
B,C,D...8%-12. 3.30 


Goth. Bre ssc « Gece 
B,C,D .5%-8... 2.45 


863 — White, for fat 
ankles, same as 860. 


STEP MASTER SHOES, 


Complete customer satisfaction is built-in... in 
wear, value, fit and special features! Creating 
this kind of satisfaction with new babies and 
mothers builds customers for years to come! 


UNLINED PERFORATED VAMP 
QUICK-ON®* HIGH SHOES 


861 — White elk, velvet finished chrome bend leather 
soles. ©... .3-5.... S220; 69...3-3.... $228 


INC., GREENUP, ILL. 
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Uniform Quality 
doesn't just happen... 


At John R. Evans and Company 
Quality Control makes sure it does 


BUFFING is a most important process in producing suede leather of 
uniformly deep and silky nap. After the special tanning and pearling,. 
the skins are dried, then buffed. not once but twice, before they are 


dyed. (They are top buffed lightly after dyeing. too.) 


Here you see a battery of buffing machines. The whirling sandpaper 
covered drums raise and even the nap. Depth of nap is controlled by 


the quality (number) of the sandpaper used. 


SIGHT AND TOUCH combine to tell Buffing Foreman Bernard Trapp 
whether buffed skins are ready for dyeing, or must be “retouched” 


to even the nap. 
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QUALITY CONTROL MAN 
Bernard Trapp says: “My de- 
partment is a key one in the 
quality control system that 
produces suedes of uniform 
finish and quality. Depth and 
evenness of nap are most impor- 


tant to a successful dye job.” 














JOHN R. EVANS & COMPANY 


Camden, New Jersey 
1857 — 1959 


The House of Uniform Quality Leathers — 4 Member of the Kid Leather Guild 
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Every littie ballerina 
wants Dancewear 


Ballet Shoes 


White or Biack, 
$3.45 retail 


Tullette #1 
child's, $3.95 retail; 


adult's, $4.75 
-++13 colors 


Danseform 

Tights 

nylon Helanca,® 

full fashioned—in 
COPEN, LILAC, NAVY, 
RUSSET, BROWN, 
Toe Shoes, AQUA, pink, white, 
$6.20 retail black, red, royal... 
child’s, $3.50 retail 
aduit’s, $3.95 
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MANUFACTURER-TO-YOU 


Before and After, Downtown: 
Vacant—Now Shoe Store 


Before: This building at 1218 Chestnut Street in the heart 

of downtown Philadelphia had remained vacant for four 

years before being renovated by the Dial Shoe Company. 

Adam L. Spector, president, said, “I! have faith in center 

city. Women like to shop there and with improved parking 
business should be on the upswing.” 


After: The Dial Shoe renovation by Thalheimer & Weitz, 
Philadelphia architects, features the "Grand Look.” An 
illusion of greater space is achieved through floor to ceiling 
glass and free-standing sign. The facade is twenty feet 
high. Show windows feature recessed dome lighting. The 
entrance has gold and green Italian mosaic tile, while the 
base of the show windows is imported red granite. 


= m. ° 
Comedy Commercials 

PHOENIX—Some of the most zany radio advertising 
in Phoenix’ shoe merchandising history is regularly boost- 
ing sales at the three Ernie Brewer Children’s Shoe stores 
in the Phoenix area. 

Ernie Brewer, owner, has featured “prestige advertis- 
ing” for many years. As a contrast, the new radio program 
is built around the antics of Red McIlvaine, who has a 
comedy spot each morning from 9:00 to 9:15 on one of 
Phoenix’ top stations. 

Typical of the commercials which Mcllvaine uses is 
advice to listening mothers to get some of “Ernie Brewer's 
Famous Slug Shoes.” When a voice inquires as to just 
what Slug shoes are, McIlvaine replies that they are com- 
pletely immovable shoes, which are placed in a corner; 
then the youngster leaps into them—where, unable to 
move, he causes no more problems whatsoever. 

Mcllvaine is a top-notch impersonator, and regularly 
lampoons Dave Garroway’s “Wide Wide World” with 
Ernie Brewer's “Wide Wide Foot.” He describes mythical 
footwear designed for men with the widest foot in the 
world, as having that new “sideways look.” 

“The show is simply good entertainment,” Brewer said 
“We find that we are getting a tremendous listenership 
from housewives doing the breakfast dishes after getting 
the youngsters off to school. It’s our first experience with 
humor in this way. but we find that the results are fine.” 
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and by September...1,000 pairs a day made and sold in 


GieiicshEa 


U.S. Patent 2,789,295 


From a cow pasture to 1,000 pairs a day within seven months is 
exactly how long it took Georgia Shoe Manufacturing Company 
to get into full swing on PROCESS 82 vulcanized footwear at 
its Baxter. Tenn. plant. 

It took them an average of only 2 days per operator to teach 
inexperienced help to operate Ro-Search vulcanizing presses. 
It takes Ro-Search technicians about a week to train operators 
to handle rubber compounding equipment. By preparing their 
own compounds, manufacturers cut costs up to 30c per pair 
depending on compound used, size and style of shoe. Ask the 
man who makes them! 

No other method of pressure-molded vulcanization can be 
installed as efficiently or as inexpensively. PROCESS 82 is the 


only method that enables you to vulcanize to oily or fatty 
leathers, with or without insoles. and utilize the same molds 
for various types and styles of footwear. Only Ro-Search 
vulcanizing presses can be used for both welt-type and non-welt 
type construction. 


Ro-Search technicians pioneered the field of vuleanized, pres- 
sure molded footwear over 25 years ago. We are the only 
American firm producing our own equipment in the U.S. 

Only Ro-Search can offer manufacturers the necessary 
“know-how” for getting into immediate production without pro- 
longed experimentation and research. Ro-Search engineers and 
chemists work with you as if they were part of your own staff. 


RO-SEARCH* 


Waynesville, N. C. 


Vulcanizing is our first, last and middle name. 
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Sales Are Steady 


When You Feature 
BASS 


WEEJUNS* 


a@ genius for 
understatement... 


= 


air that take you 


WEEJUNS* with a polished 


everywhere with 







ease Wh svt 


Squared, tapered, or classic 


a rigimators of Weezuns* 


G.H.BASS 4CO., 172 MAIN ST.. WILTON, MAINE 
This advertisement appears in 


SPORTS ILLUSTRATED 
February 9, 1959 


On newsstand February 6 


Originators of Weejuns* 


*T. M, Reg. 


G. H. BASS & CO., Dept. BS-1, Wilton, Maine « 614 Marbridge Bidg., N. Y. C. 1, N. Y. 
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Plant Sites Near 
Indian Reservations Pushed 


THE American Indian makes a good factory worker, ac- 
cording to the Indian Bureau of the Department of the 
Interior. Shoe manufacturers interested in locating plants 
near reservations can take advantage of the Bureau’s In- 
dustrial Development Program, which gives help to manu- 
facturers looking for new plant sites. The Bureau also has 
authority to reimburse manufacturers participating in the 
Program for a portion of the costs involved in training 
new Indian workers. 

Part of the impetus behind the Indian Bureau’s Indus- 
trial Development Program was provided by several far- 
sighted firms which independently pioneered locating 
plants near Indian reservations. 

For example, six years ago, the Bulova Watch Company 
—prompted by the North Dakota Indian Affairs Commis- 
sion—established a jewel-bearing plant at Rolla. North 
Dakota. Two-thirds of the 150 employes are Chippewas 
from the nearby Turtle Mountain Reservation, who per- 
form highly exacting bench and machine work in manu- 
facturing bearings for the aircraft industry. 

Delbert Anderson, manager of the plant, reports, “Bulova 
is happy with production at the Rolla plant. We operate 
here as we do in our other divisions, training our own 
workers and up-grading them on merit. As for perform- 
ance of our Indian workers, let me say that eight out of 
12 of our production supervisors are Indians.” 

Another well-known firm, the Simpson Electric Division 
of the American Gage & Machine Company, Chicago. Ill.. 
located a plant near the Lac du Flambeau Reservation in 
Wisconsin prior to the beginning of the present Program. 
Their experience has proved invaluable to the Bureau in 
organizing the Program. Simpson Electric employs 200 
workers in precision assembly and testing operations— 
one half of whom are local Indians. 

Harold Redding, plant superintendent, says, “We con- 
sider our Lac du Flambeau plant a definite success. Our 
Inbor turnover is far below the average for the industry. 
so is absenteeism. These two things alone, aside from the 
services and assistance under the Industrial Development 
Program of the Bureau of Indian Affairs, constitute im- 
portant savings to our company. Our operation has, inci- 
dentally, dispelled any notion that American Indians are 
not equal in ability and dependability to any other group 
of workers.” 

Many established firms planning to expand their opera- 
tions are taking advantage of the Indian Industrial Devel- 
opment Program. These include garment manufacturers. 
trailer home manufacturers, electronics assembly opera- 
tions, furniture and leather goods manufacturers. 

The Branch of Industrial Development of the Bureau of 
Indian Affairs invites inquiries from industries concerning 
plant establishment or expansion. 

Chief of the Branch of Industrial Development is J. N. 
Lowe, Bureau of Indian Affairs, Department of the Inte- 
rior, Washington 25, D. C. Currently two Bureau contact 
offices are available to provide industrial development ser- 
vices to industry. One, for manufacturers located east of 
the Mississippi River, is under the direction of Kurt 
Dreifuss, Industrial Development Specialist, Cleveland 
Transit System Building, Room 502, 1404 East 9th Street. 
Cleveland, Ohio. The other, for industry west of the Mis- 
sissippi River, is headed by O. E. Whelan, Industrial De- 
velopment Specialist, 1031 S. Broadway, Room 302, Los 
Angeles, Calif. A staff of Area Industrial Development 
Specialists also cooperate with State industrial develop- 
ment commissions, local Chambers of Commerce, and with 
Indian leaders, in promoting the Industrial Development 
Program. 
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LOOK AT pAaTHIS WAY! 


Get a new slant on the 


childrens’ shoe line with a 


respected brand and a price to 
bring you big profits. 1500 
PLAY-POISE dealers from coast 
to coast move the PLAY-POISE 


line faster than ever before 


W 














because of a new consumer aware- 
ness. These dealers know the line 
combines style leadership with 
unquestioned quality ... and, ata 
new low price that swells their 


cash register! Why don’t you try 








these two numbers for size? Fast 
VINIDUIA q VIYVAMC AXA in-stock service? You bet! Want to 
‘NI ‘eee ae VINIDHYIA see the entire line? Write for the 


Spring eatalog. 


























PLAIN TOE OXFORD 
The sturdy shoe with stormwelt. 
Mahogany Grain and Avonite sole. 
From Infants’ 6% to Boys’ 6. and Blue smooth. Sizes 84-5, 
Widths B, C, D, E. in widths A, B, C, D. 

INFANTS 3.50 GIRLS 3.90 AND 4.20 

CHILDS 3.90 

YOUTHS 4.20 

BOYS 4.70 


PATENT WITH SWIVEL STRAP 
“Tippy” is the most... in 
Black patent, and White, Red 
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Wilbur Gardner 


(CONTINUED FROM PAGE 71) 


proposed Shoe Labeling Dill was 
“written up” by the Federal Trade 
Commission. Mr. Porter became its 
“official” sponsor. 

> What political strength has been 

marshalled behind the shoe label- 

ing bill in Washington? Senators 

Neuberger and Morse, and Repre- 

sentative Porter, all of Oregon, are 

of course the spearheads. The big 
task of the bill’s sponsors is to get 
the bill out of committee and onto 
the floor of both the House and 

Senate. They feel if it gets this 

far it has a good chance “out in 

the open.” 

And they have worked to see that 
the bill gets through the vital com- 
mittees. Senator Warren G. Magnu- 
son, Wash., is chairman of the Sen- 
ate Committee on Interstate and 
Foreign Commerce. He has stated 
in a letter to Gardner: “It is my first 
impression that such legislation may 
well be very much in the public inter- 
est, and, upon further study, I may 
wish to join in its support. In any 
event, such legislation would be re- 
ferred to this committee, where you 
may be sure it will be given careful 
attention.” 

House chairman of the same Com- 
mittee is Oren Harris, Ark., who is 
reported to be “friendly” towards 
Rep. Porter, the bill’s sponsor. 

Congressman Jack Westland of 
Washington, has pledged his support 
of the bill. The influential Senator 
Sparkman has implied support, say- 
ing he will give “careful considera- 
tion”’ to the bill when it comes before 
Congress. In fact, he has been re- 
quested to act as co-sponsor of the 
bill in the Senate, along with Sena- 
tor Neuberger. It is reported that 
Congressmen from numerous other 
states have been receiving mail from 
the public and shoe repairmen, urg- 
ing support of the bill. This is no 
“mass pressure movement,” but is 
said to be ample enough to alert these 
Congressmen to the issue of labeling, 
itself. 

>» Congressman Porter wrote to 

Mr. Gardner, stating that he was 

going to “build up substantial 

publicity and pressure through the 
press” in relation to getting the 
bill passed. 

Strong support has come from the 
shoe repairmen—individually and in 
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small groups, and through The 
Master Shoe Rebuilder, an indepen- 
dent trade publication serving the re- 
pair trade. For example, a small 
organized group of Alabama shoe re- 
pairers (representing only five towns 
and cities) have spent several hun- 
dreds of dollars on advertising the 
petition through the state. In three 
weeks they collected 1,700 names on 
the petition—and are still collecting. 
A number of shoe findings firms have 
written, pledging support. 

What about public support? The 
National Grange, at its convention in 
Pittsburgh, November, 1958, en- 
dorsed shoe labeling “in principle.” 
The Consumers Union is reported 
very interested, and Gardner be- 
lieves that official endorsement of 
shoe labeling will come from this 
organization “very shortly.” The 
American Foot Health Foundation, 
affiliated with the American Podiatry 
Association, has indicated that it 
will lend support to the bill. 

The National Cattlemen’s Associa- 
tion is firmly behind the shoe label- 
ing bill. This group has given a 
special award to Gardner for his 
work in promoting shoe labeling. 

The tremendously influential 
Reader's Digest asked Gardner to 
keep them informed of his progress 
with shoe labeling. In their letter to 
him they state, “If they (shoes) are 
as badly made as your letter indi- 
cates, an article discussing the rea- 
sons why the situation exists might 
well make provocative reading.” 

A variety of other public groups 
or sources, some of them seemingly 
remote in interests (for example, 
the Credit Managers Association of 
Central and Northern California) 
have had their support enlisted. 
“Each month, new sources of public 
support or interest are coming in,” 
says Gardner. 

Gardner’s shoe labeling ‘“cam- 
paign” has been publicized in many 
newspapers. One such story, carried 
by the wire services, appeared in 
many newspapers throughout the 
country. Gardner admits some 
astonishment at “the help and letters 
from thousands of individuals I’ve 
never met.” 

> What about the opposition to his 

shoe labeling bill? This has come 

almost wholly from the shoe man- 
ufacturers, shoe retailers and 
other retail groups, along with the 
rubber and rubber footwear pro- 


ducers. The shoe industry, taking 
a deeply introspective view of shoe 
labeling, sees it fraught with 
many problems and obstacles, and 
above all, sees it as rendering no 
constructive service to the con- 
sumer, It has prepared detailed 
documentary evidence in support 
of its views. 
> To date, this has apparently had 
only cursory effect on Washington. 
For example, Congressman Porter, 
writing in his periodic letter to 
constituents, comments, “The Na- 
tional Shoe Manufacturers Associ- 
ation boys were in today. They 
don’t see any need for this legisla- 
tion at all.” The tone of the com- 
ment suggests to the constituents 
that Mr. Porter is the David fight- 
ing the Goliath. 
> Mr. Gardner follows with, “I’m 
kicking a big guy in the shins’ — 
meaning, of course, that here is a 
little grass-roots fellow with the 
temerity to one-handedly take on 
the whole shoe industry. This is 
the stuff out of which good melo- 
drama is made—and out of which 
support and votes are won. 

What about the shoe retailers? 
Mr. Gardner reports that in his own 
community of Medford, the retailers 
are divided about 50-50 for and 
against labeling. However, he adds, 
“TI have received many letters from 
retailers elsewhere commending the 
shoe labeling movement.” 

The Boot and Shoe Workers Union, 
AFL-CIO, recently issued a detailed 
statement in opposition to shoe 
labeling, citing the many shortcom- 
ings in the proposed bill. Mr. Gard- 
ner stated in regard to this, “The 
union’s argument sounds pretty con- 
vincing, and I agree with some of it. 
But it misses the point of what I am 
trying to do—to give some honesty 
to the product for the protection of 
the consumer.” 


Gardner's Current Efforts 


Mr. Gardner spends two to three 
hours each morning—before opening 
his shop—typing letters to individu- 
als and groups all over the country. 
He estimates that he has typed 3,000 
such letters over the past two years 
since the labeling movement got 
started. He claims that he has been 
forced to lose much time from his 
shoe repair work, is often forced to 
hang a sign on his door: “No more 

(CONTINUED ON PAGE 82) 
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Exhibitors at 


the Leather Show 
(CONTINUED FROM PAGE 51) 


Company Booth 
Beadenkopf Leather Co. . ete, 
Beggs & Cobb, Inc. ......... ; 58 
Besse, Osborn & Odell, Inc. . 92 
Braude Bros. Tanning Corp. .......... 39 
W. D. Byron & Sons, Inc. ... . 74 
Carr Leather Co. ........... al a 
Chilewich Sons & Company ........... 86 
(Leather's Best Division) 
Colonial Tanning Co., Inc. 61-62 
Continental Tanners, Inc. 104 
Crestbrand Leather Co. . 9 
—s & Mudge, Inc. .. 56 
F. C. Donovan, Inc. ... 8 
Dreher Leather Mfg. Corp. ; 26 
Dungan, Hood & Co., Inc. 75 
Eagle Ottawa Leather Co. SR to. 
Eastern Tanning Company .. 54 


(Division of Loewengart & wennie: 
B. D. Eisendrath Tanning Co. 


John R. Evans & Co. ... ae 
Fermon Leather Company, Inc. .. 73 
Flagg Tanning Corp. .... 19 
Fleming-Joffe, Ltd. ..... 107 
John Flynn & Sons, Inc. ... 7 
S. B. Foot Tanning Co. .... 21 
A. F. Gallun & Sons Corp. 42 
Garden State Tanning, Inc. 46 
Geilich Tanning Co. . 100 
General Split Corp. 24 
Gilbert Tanning Co., Inc. 37 
Gordon-Gruenstein, Inc. 50 
John Gorvers Company, Inc. 48 
Granite State Tanning Co., Inc. 109 
The Griess-Pfleger Tanning Co. 55 
Gutmann & Co., Inc. 72 
L. H. Hamel Leather Co., Inc. 17 
Thomas B. Harvey Leather Co. 110 
Hebb Leather Co., Inc. 43 
Hecht American Corporation sy lian ae 
Hiteman Leather Co., Inc. 63 
Hoffmann-Stafford Tanning Co. 5! 
Horween Leather Company 10 
Howes Leather Company, Inc. 30 
(American Oak Chrome Retan Div.) 
E. Hubschman & Sons, Inc. 76 
Hunt-Rankin Leather Co., 4| 
Irving Tanning Company, Inc. 40 
Johnstown Tanning Corp. 106 
(Division of Fleming.Jofe, Ltd.) 
1. M. Kaplan, Inc. 22 
Kirstein Leather Co. 52 
Korn Leather Co., Inc. 49 
Kroy Tanning Company, Inc. 97 
A. C. Lawrence Leather Co. 12-14-15 
G. Levor & Co., Inc. 57 
J. Lichtman & Sons 29 
Loewengart & Company 53 
Hermann Loewenstein, Inc. I 
N. H. Matz Leather Co., Inc. 102 
W. Milender & Sons, Inc. | 
R. Neumann & Co. a = 
The Ohio Leather Company . 60 
Pfister & Vogel Tanning Co. 2 
Prime Tanning Co., Inc. 64 
A. H. Ross & Sons Company 103 
Fred Rueping Leather Co. 68 
Russell-Sim Tanning Co. 6 
Seal Tanning Co., Inc. 44 
Seton Leather Company é 87 
Shrut & Asch Leather Co. 67 
Sigma Leather, Inc. 31 
Slattery Bros. Tanning Co. . 77 
South Leather Company ..... 5 
Steinberg Bros., Inc. 108 
Superior Tanning Company 93 
Surpass Leather Co. 4 
Tan-Art Company, Inc. 57 
Albert Trostel & Sons Co. 85 
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United States Raw Skins Tanners, Inc. 36 Correction: 

United Tanners, Inc. .. 65 

Verza Tanning Co., Inc. 18 In the 1959 Shoe Trade Directory 
Winslow Bros. & Smith Co. 66 which appeared in the January 1 


Witch City Tanning Co., Inc. 38 RECORDER, the officers of the Mid- 
west Shoe Travelers’ Association 
were incorrectly listed as officers 
of the National Shoe Travelers’ As- 
sociation. The correct list of of- 
ficers of the National Shoe Trav- 
elers’ Association, Inc., is: 

Pres., George H. Lawson 

Ist V. P., Ben Berwald 


2nd V. P., O. B. Heaton 





O’Sullivan Adds Storage Area 


WINCHESTER, VA.—O’Sullivan 
Rubber Corporation has leased 
35,000 additional square feet of 
storage area here because of “in- 
creased sales volume in_ recent 
months, requiring larger inven- 
tories.” The action was announced 


by Harry E. Dieckman, sales mana- Treas., Paul D. Cook 

ger of the firm’s Shoe Factory Secy. & Managing Director, Ed- 

division. mund J. Trench 
LEATHER LININGS 
Kid © Sheep © Lamb 





SHOES LOOK NEW LONGER 
with Hamel Leather Linings 


SHOES GRADE UP IN QUALITY 
with Hamel Leather Linings 


DISCRIMINATING BUYERS PREFER 
Hamel Kid, Sheep and Lambskin Linings 


L. H. HAMEL LEATHER CO. 
Haverhill, Mass. 





World’s Largest Tanners of Leather Linings 


ON DISPLAY, BOOTH 17, LEATHER SHOW. 
WALDORF-ASTORIA, N. Y., FEB. 17-18, 1959 


Steskel Leather Co., New York, N. Y.; John T. Quinn, Rochester, 
N. Y.; John Leavitt & Co., St. Louis, Mo.; John G. Freeman Co., Milwaukee, Wisc.; 
Carson A. Stiles & Co., Ambler, Pa.; William G. Blain, Philadelphia, Pa.; Norman 
Nelson, St. Paul, Minn.; George W. Newman Leather Co., Cincinnati, Ohio; Nelson- 
Roney Co., Los Angeles, Cal. ‘ 


SALES AGENTS ... 
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1 The Sylflex shoe tester with ordinary shoe on 
the left, shoe made with Sylflex leather on the 
right. This tester “walks” the shoes under 
water, by continually flexing them. The counter 
stops when the first drop of water penetrates 
the shoe. 


Here’s proof that a waterproof’ 


Using Sylflex leather, sealed upper seams 


Only leather with SYLFLEX** 


gives you these advantages 2 After over 25,000 flexes in the tester, no 
water has penetrated the shoe made with 


e Water-repellency plus free-breathing Sylflex leather. The upper leather is dry, so 
comfort that it stays soft and flexible. No seepage at 

e Stays flexible, even after wetting; any point, thanks to sealed seams and vul- 
won't curl canized construction. 


e Easy to keep clean; just wash with water 


Waterproof shoes with Sylflex, the Dow 
Corning silicone for leather, are now avail- 
able from Endicott Johnson Corporation, 
Dunham Brothers Company, The Safety 
First Shoe Company, Inc. and the Sta-Dri 
Division of Ranger Boot and Shoe Manu- 
facturing Company, Inc. Sylflex leather is 
available from Armour Leather Company, 
Eagle-Ottawa Leather Company and A. C. 
Lawrence Company. For details, write: 
Dow Corning Corporation, Midland, Mich. 
In Canada: Dow Corning 

Silicones Ltd., Toronto. 


**T, M. Reg. Dow Corning Corporation 
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3 After only 8 flexes, water has penetrated 
this shoe, made with ordinary leather 

and regular eonstruction methods. 
Continued flexing completely 

soaked the upper leather. 





leather shoe can be made 


and vulcanized construction 


*Shoes are regarded as waterproof by the wearer 
if his feet stay dry after walking in water. 


4 Finally, the lining and insole, as well as the upper 
leather, are completely saturated. Since water re- 
moves the oils from leather, continued wettings make 
the ordinary shoe stiff and uncomfortable to wear. 
Shoe on left, made with Sylflex leather and vulcanized 
construction is still dry and comfortable. 


iow”: 
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Wilbur Gardner 


(CONTINUED FROM PAGE 78) 


work taken till Friday.” He also is 
invited occasionally to speak on shoe 
labeling before local community 
groups. 

What financial support has he re- 
ceived for his shoe labeling program? 
Gardner firmly claims that only two 
bulk financial contributions have 
been made. One amounted to $100, 
contributed by another shoe repair- 
man. The other amounted to $19.50, 
contributed in small amounts by in- 
dividuals. “These have been reported 
on my income taxes,” he says. He 
adds, “In all my correspondence | 
point out that I’m asking for no fi- 
nancial aid, only general support. I 
believe this has done much to win 
support I wouldn’t have gotten had I 
asked for financial assistance.” 

What does Mr. Gardner think are 
the chances of passage of his pro- 
posed shoe labeling bill? “If the bill 
ever reaches the floor of the House 
or Senate, I feel certain it will be 
made into a law. A lot of people— 
many more than realized—have been 
writing their Congressmen favoring 
passage of this bill.” 

Congressman Porter writes, fol- 
lowing introduction of his bill in 
Congress in early January, “The 
next stage will be to ask the chair- 
man of the Interstate and Foreign 
Commerce Committee, my friend, 
Oren Harris, to request reports from 
the various interested departments 
of government, and once we have 
those reports, to press for a hear- 
ing.” 

Will Gardner attend the hearings 
in Washington? He has not, at this 
writing, been called. “But if they 
want me to go, I’ll sell my bicycle to 
go,” he says. 

Gardner feels that the shoe label- 
ing bill has a good chance of passing 
“because precedents have already 
been set for labeling of other goods, 
with success.” 


Gardner’s Objectives 


Gardner declares, “My main ob- 
jective in this crusade is to protect 
the nation’s school children from any 
harmful foot health effects resulting 
from shoddy materials in shoes. I 
am not fighting the shoe manufac- 
turer or retailer or the industry. I 
am trying to give no one a bad time. 
I am fighting for a principle. 


“T do not blame the shoe industry 
for opposing this bill. If they can 
sell six pairs of shoes, mixing good 
with poor grades, instead of three 
pairs of good shoes that would hold 
up better and longer, they would 
naturally be against labeling that 
would require better and longer- 
wearing materials.” 

Gardner says, without labeling, 
“the shoe repairers have been the 
only reliable source of information 
about value of shoes for the public. 
Repairmen can see inside the shoes, 
so they’re in a position to evaluate 
materials and construction and to 
advise the public.” 

Much publicity has been given to 
Gardner’s claims about the “non- 
repairability” of shoes. Here, di- 
rectly from Gardner, are his views 
on this. 

“As high as 40 per cent of shoes 
in the low and medium price brack- 
ets either can’t be repaired, or are 
difficult to repair, due to cheap and 
shoddy materials.” Asked how he ar- 
rived at such a percentage, he said 
it was “a rough calculation based on 
my own experience.” 

Gardner claims that there has been 
a “definite downgrading in shoes— 
especially over the past two years.” 
He attributes this to rising costs and 
prices. ‘““Many of the shoe manufac- 
turers who have tried to hold down 
prices have done so by using cheaper 
materials. Shoe quality in general 
today isn’t what it was a few years 
back.” This again, he said, was 
based upon “my own personal ex- 
perience as a shoe repairer getting a 
daily inside look at shoe quality.” 

Now, something very significant 
began to emerge here as Gardner ex- 
pressed his views during the inter- 
view. He states, “My charges aren’t 
leveled against all shoes. For ex- 
ample, practically all men’s shoes can 
be excluded. But a good percentage 
of women’s shoes, especially in the 
lower grades, have shoddy materials. 
Here, stability is often being sacri- 
ficed for style. 

“However, my chief concern is 
with children’s shoes. A large per- 
centage of shoes—especially those 
sold by many chains at so-called low 
prices—are a poor value, even at the 
prices paid. In fact, if it wasn’t for 
the poor state of many children’s 
shoes I wouldn’t be in this labeling 
fight today. Improvement of the 


quality of children’s shoes is my 
main target in this fight.” 

It was pointed out to Mr. Gardner 
that many doctors question the ad- 
visability of repairing children’s 
shoes because of the potential danger 
of outgrown shoes. He replied, “Any 
conscientious shoe repairer can tell, 
and will tell, if the shoe is outgrown, 
by putting his hand inside the shoe 
against the roof of the toe box. He 
shouldn’t repair such a shoe—even 
a good shoe.” 

But isn’t it sometimes or often a 
case of the consumer wearing the 
shoe too long before bringing it in 
for repair? Doesn’t this make an 
unrepairable shoe? Gardner replied, 
“That’s the rare case. Our complaint 
is against shoes unfit to repair even 
when half new, due to shoddy ma- 
terials.” 


“Substitute” Materials 


> The Shoe Labeling bill as inno- 
vated by Gardner, prepared by the 
Federal Trade Commission, and 
introduced in Congress by Rep. 
Porter strongly implies in its 
wording that any materials other 
than leather, or which are imita- 
tions or simulations of leather, are 
“substitute” materials—denoting, 
therefore, something not genuine 
and hence of second-rate quality. 
By labeling, the clear inference is 
that by calling these non-leather 
materials by name, the consumer 
is being notified that he is buying 
something less than top quality. 
> Well, the Shoe Labeling bill, as 
it is worded, is not in agreement 
with Mr. Gardner’s views on this 
vital point. In fact there is a con- 
flict of views here. 
> Mr. Gardner states firmly and 
repeatedly: “I am definitely not 
opposed to the use of so-called 
substitute materials in shoes— 
provided those materials meet a 
decent standard of performance 
and give us repairable shoes.” 
> He states further, and signifi- 
cantly, “I had nothing to do with 
the actual writing or preparation 
of that bill. In fact, there are 
some portions, especially those 
dealing with so-called substitutes, 
which I’m not totally in agreement 
with.” 

Mr. Gardner says that in his own 
business he uses various non-leather 
materials, including non-leather out- 

(CONTINUED ON PAGE 85) 


Boot and Shoe Recorder 











¥ 


. WE'VE CHANGED OUR NAME 


_ from Peek -A- Boot, Ta to. 


PLASTIX FOOTWEAR 
_ CORPORATION - 


x 


in recognition of our greatly oa 
_ expanded line of quality plastic footwear 
for all the — 


NEW 
PEEK*A-BOOT ae 
for women f NEW 
\ RAINJERS aa SNO-SHUS 


for men-boys- for women 


RAIN-JERETTES 


for misses 


WEATHER-ALLS 
for children 
and juniors 


Peek*A-Boot, a name still associated with our popular women’s 
plastic rainboots, does not properly identify our new and complete line and so 
gives way to a more inclusive corporate name. This new name in the footwear 
firmament will follow a tradition of quality workmanship, dependable delivery 
and competitive pricing. But how we have grown—from one major product to 
five, from a few numbers to over 200. Everything's bigger (especially the profits 

. for you) so be sure to place your PLASTIX Footwear order right away! 


PLASTIX“ FOOTWEAR CORPORATION 
1600 south flower street, los angeles 15, california 


telephone: richmond 7-9348 


WAREHOUSES: 136 Tichenor Street, Newark, N. J. ° 2400 South Ashland Avenue, Chicago, Illinois 


February |, 1959 83 








“Let’s Hold Hearings” 


(CONTINUED FROM PAGE 41) 


(—Have you any idea of the value of the shoe business 
at retail? 

A—No, I do not know that, either. But I am sure that 
it is a most important industry, for nearly everybody in 
this country wears shoes. 


Q—Are you familiar with the various shoemaking 
processes, and the wide variety of materials they require? 

A—I want to find out all I can about shoemaking in 
the weeks ahead, | expect to visit a factory in this area 
soon—the Doctor Posner factory. I plan to make this call 
on January 16. I want to learn all I can. 


Q—Then you have never visited a factory where shoes 


are made? 
A—No. 


Q—Have you ever sold shoes at retail, or for that 
matter, have you ever sold anything at retail? 


A—No. 


Q—Did you ask the help of any shoe manufacturer, or 
tanner, or shoe retailer in writing your bill? 


A—No. 


Q—In certain parts, your bill is very tightly drawn. 
Did you consult with the Federal Trade Commission 
on it? 

A—I asked the Federal Trade Commission to draft a bill 
for me that would require labeling of footwear. I realized 
from what Wilbur Gardner told me that there must be a 
lot of interest in the subject. The bill was written by the 
FTC at my request. I do not believe the FTC consulted 
with any industry groups in preparing the bill. (Editor’s 
Note: FTC lawyers confirm this point. They consulted 
with no industry sources. They drew entirely upon their 
own knowledge in drafting the bill for Mr. Porter.) I be- 
lieve the Federal Trade Commission is an expert authority 
on matters of trade regulation, and therefore | believe it 
is well qualified to prepare a bill on this subject. I expect 
to call upon industry sources for comments, and upon 
other government sources, such as the Department of 
Commerce. 


Q—Do you think it is fair to the industry to propose 
a measure on which it has not been consulted? 

A—The industry will have every opportunity to express 
its opinions of my bill when the time comes for public 
hearings. I have asked Congressman Harris. the chair- 
man of the House Commerce Committee, for permission 
to hold public hearings on the bill. I believe we shall 
obtain that permission. I hope to hold the hearings soon. 
Every person and company and association that wants 
to be heard will have the opportunity to be heard. And 
1 should mention that I do not regard my bill as a 
perfect bill. I am perfectly willing to make changes in it. 
The purpose of the public hearings is to gather views 
and opinions. 
amended. That is one of the purposes of the public 
hearings. 


I am entirely willing to see my bill 


Q—The greatest single selling point we have in shoes 
is the performance values they bring to the consumer. 
Don’t you think that shoe labeling would create some 
doubt in the consumer’s mind? 

A—No, I don’t believe so. I think it would work the 
other way—that labeling would give the consumer more 
confidence in a shoe. 

Q—In my opinion, the bill would create many avoid- 
able hardships for the industry without materially bene- 
fiting the consumer. May I cite one typical example: For 
one reason or another, your bill specifically requires that 
split leathers be identified. From this, I assume your 
criterion for good leather is top-grain leather, and that, 
when used, it would not require identification. Upon 
whose advice did you get this standard? 

A—This is a technical point that should be brought 
out in the hearings. I will want to look into this par- 
ticular point very carefully. The bill as it now stands was 
written entirely by the Federal Trade Commission. Per- 
haps there should be a clearing-up of the point you men- 
tion. I am not prepared to say either way, just now. | 
will say this, however: Paper insoles, for example, may 
possibly be better than insoles made of other materials. 
But I believe the consumer has a right to know what the 
insole—or any other part of a shoe—is made of—whether 
it’s paper or leather or whatever else it may be. 

Q—Why does your bill not set a similar criterion for 
sole leather? That is, oak-bends as against bellies and 
shoulders. These, while they may be top-grain, are con- 
siderably inferior to bends in wearability. 

A—I will be glad to hear more about this. I simply 
do not know, at this point. I believe these points should 
be brought out in the public hearings so that consumers 
can become better informed. In regard to your point 
raised in this question, I would say if a need is shown 
for changing the bill, I will go along with it. 

Q—Are you aware that workshoes, which require great 
wearing qualities, are made substantially of corrected and 
reversed sides and splits? Neither of these is top-grain. 

A—I see. No, I was not aware of this, either. Again, 
I hope these points will be brought up in the public 
hearings. 

Q—Do you think the consumer knows the difference 
between top-grain and split leathers—or, for that matter, 
cares very much? 

A—I don’t know. Here is something else that should 
be brought out in the hearings. Let’s get some light on 
this point, too. Maybe the consumer neither knows nor 
cares, but let us find out in the hearings. 

Q—You will notice that I have concentrated on this 
one matter of split leathers. I have done so with purpose. 
The definition of splits in the bill is, in my opinion, rela- 
But it is one of the more direct and 
simple statements. There are, in my opinion, others 
which are more obscure and misleading. I have dwelt on 
the matter of splits to demonstrate the necessity for exten- 
sive clarifications and revisions in the bill, which would 
make it more practical and more enforceable—should the 
bill be passed by the Congress. I do not think that formal 


tively obscure. 
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committee hearings will bring about these changes. 
A—Well, let us try to find out in the hearings what 
changes should be made. I cannot see that anything 
would be gained by changing the bill at this point. You 
I am sure other sug- 


That, 


have made some good suggestions. 
gestions will be made in the committee hearings. 
after all, is the purpose of the hearings. 

Q—Would it be practical to rewrite your bill before 
formal hearings so as to make the bill more workable? 
Do you not think that consultation with qualified industry 
people would be the fair and just course now? 

A—Again, | say, let’s hold the hearings and find out 
what changes need to be made. I see there are many 
and to be 


It is evident that there are many questions 


points to be brought out in the hearings, 
explored fully. 
to be settled. 
Q—If manufacturers are compelled to label shoes, they 
will have to pay for this extra operation. 
Are you aware that higher 


I want to see all these points settled. 


It will mean 
higher prices for consumers. 
prices will result? Further, retailers are opposed to the 
idea of disturbing their traditional pricing patterns, such 
as $3.98, $4.58, $5.95, and so on. 

A—I can’t get excited about that point. Maybe the 
pricing pattern should be changed. And I certainly can- 
not see why the small cost of adding a label to a shoe 
should result in any great upheaval in the pricing pattern 
in the trade. Maybe the existing practice is a bad practice 
Maybe it should be changed. 


—for consumers. I am 
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genuinely disturbed at the rigidity of the existing retail 


price structure. 


Q—What do you think are the chances that your bill 
will become law? 

A—I think the chances are very 
we'll all know more after the public hearings are held 
And I firmly believe that the more the 
consumer knows, the better off he is. In fact, I believe 
that labels in shoes will result in an upgrading of con- 
sumer purchases. 


good. At any rate, 


than we do now. 


Q—Have you seen Mr. Wilbur Gardner's petition, in 


which he claims wide demand for a shoe labeling law? 


A—TI am examining it now. 


Q—Have you read the transcripts of the public hear- 
ings held in 1935 and °36 on shoe labeling legislation? 
Let me assure you that shoe manufacturing methods have 
changed in the 24 years that have passed since those 
hearings were held. Many 
today that did not exist in 1935. 
manufacturing processes are now in operation that were 


materials are used in shoes 


And many improved 


not known in 1935. 
A—No, I have not read the hearings, but | expect to. 
o¢¢¢ 


“mule,” has 
of the 
hasn't been 


Today’s bedroom slipper, which we call the 
a very ancient history. It dates back to the 
Biblical Sumerians, and their original name 
changed very much. They called it a “mulu.” 


time 





Wilbur Gardner 


(CONTINUED FROM PAGE 82) 


soles. He does this not only at the 
customer’s request, but also “when 
I think it advisable, such as during 
the damp seasons.” 

It has been contended that Mr. 
Gardner has been “championing” the 
use of leather only, to the exclusion 
of other shoe materials. He makes a 
firm statement to the contrary: “An 
all-leather shoe does not necessarily 
always mean the best. I am not 
fighting for the use of any particular 
material in shoes. I am not trying to 
set up standards of quality for shoe 
manufacturers. 

> “This is not a pro-leather pro- 

gram. I’m all for progress in new 

materials. I’ve no intention of 
condemning rubber or nuclear or 
synthetic materials. In _ their 
proper place, the good ones have 
as high a value or standard in 
shoes as leather. I am ready to 
recommend any material, so long 
as it renders decent shoe service. 
> “It was not my intention, in the 
wording of the national petition 
or the labeling legislation, to dis- 
criminate against nuclear, rubber 
or synthetic products. The word- 


ing was so used because leather 


was being imitated by 
substitutes.” 

Well, what is Gardner against? 
Paper. The use of paper or paper- 
base shoe components is, in Gard- 
ner’s view, “the worst evil in shoes 
today—especially in children’s shoes 
where stability of materials and con- 
struction is vital.” 

Gardner’s shop is filled with dis- 
carded, cut-up old shoes showing 
the use of paper in the innards 
(counters, socklinings, insoles, mid- 
soles, heel bases, etc.). He claims 
that any shoe repair shop can pre- 
sent a similar “exhibit.” Most of 
these shoes are low-priced, many 
unbranded, some with private la- 
bels, some national brands. 

Says Gardner, “The manufacturer 
can make the whole shoe out of 
paper if he wishes. I have no ob- 
jection—so long as the consumer 
has a chance, through the label, to 
know what he’s buying.” 

Another fetish of Gardner is 
wood shanks or shank-pieces. He 
is intensely opposed to the use of 
these in children’s shoes “where 
constant pounding, jumping and 


shoddy 


86 


running frequently cracks or breaks 
a wood shank in no time at all.” He 
submits numerous actual samples 
of these as evidence. 

Incidentally, Gardner has sent a 
“small museum” of worn shoes 
down to Washington as “factual 
evidence” of shoddy materials in 
shoes and their consequent wear 
values. It might be added that, in 
this observer’s opinion, such an ex- 
hibit viewed by the average Con- 
gressman or consumer, presents a 
potentially dramatic and persuasive 
parade of evidence. The fact that 
these would comprise only a very 
small percentage of shoes, might 
not be sufficient to allay the lay- 
man’s reaction that this was a con- 
dition prevailing in most shoes. 

It was cited to Gardner that 
leathers come in many grades, and 
that by simply labeling a compo- 
nent as “leather” would not be a 
fair or clear indication of quality 
to the consumer. Gardner’s reply to 
this: “In garment labeling, this 
same situation was faced in the 
case of wool, where there are also 
different grades. This is a matter 
for the Federal Trade Commission 
to settle. It’s also up to the shoe 
manufacturer. The manufacturers 
and retailers have their own stand- 
ards to meet, their own reputations 
to uphold. The consumer can be de- 
pended upon to arrive at his own 
conclusions on the basis of wear 
value and satisfaction received. If 
cheap grades of leather are used as 
against the better so-called substi- 
tutes, leather will suffer in the long 
run as the consumer gets to learn 
through the help of the label.” 

Which parts of the shoe should 
be labeled? Gardner specifies the 
following: Outsole, insole, upper, 
linings, shank, heel, box toe, welt- 
ing. Gardner sees no need to label 
the shoe by type of construction. 

What are Gardner’s standards for 
a “good” shoe? He says, “The price 
tag on a shoe often doesn’t mean 
a thing. You can sometimes buy a 
good lower-priced shoe with better 
value than a higher-priced shoe. 
Price alone guarantees nothing. 
The label is the only sure protec- 
tion. I’m not setting myself up as 
any final authority on quality stand- 
ards. I don’t believe that shoes 
should be required to meet, 
by law, specifications of quality or 
construction standards. All I. be- 


lieve is in the customer’s right to 
know what’s being bought. And only 
a label can do this.” 

But won’t a shoe label, listing the 
ingredients or materials in the ma- 
jor shoe components, confuse rather 
than help the consumer? Gardner 
says no. He insists that the label 
should be as simple as possible. 

But would the “generic” names 
of many of the non-leather materi- 
als be either confusing or meaning- 
less to the consumer? For example, 
terms like vinyl, polyethylene, cel- 
astic, nuclear, resin, etc. Gardner 
admits that few consumers would 
have any familiarity with such 
terms. He answers, however: “This 
kind of confusion would exist for 
only a short time. Consumers learn 
fast. They would quickly get to 
know, after wear tests and experi- 
ence, the materials that deliver bet- 
ter value and wear—and they would 
buy shoes with these materials as a 
matter of preference. Dacron, orlon 
and other fibers whose names are 
commonly known today, were once 
unfamiliar to consumers. Education 
did the job.” 

Gardner was asked, “Isn’t there a 
chance that one day we might see 
laws requiring labeling of all con- 
sumer goods—resulting in insur- 
mountable business headaches as 
well as higher costs and prices?” 
Gardner backed away from that one, 
stating simply, “My concern is with 
shoes and shoe labeling. What hap- 
pens elsewhere is out of my terri- 
tory.” 

Suppose the shoe industry, rather 
than the government, were to estab- 
lish a shoe label based on meeting 
certain minimum quality standards 
—would Gardner go along with 
that? He replied that the idea was 
all right, “but after a while there 
might be some laxity among manu- 
facturers in living up to the code. 
No, you have to have a law. That 
means labeling by government or- 
der, and enforced. After all, other 
industries or products have had to 
adopt labeling. And there’s just as 
much need for it in shoes.” 

But why should the majority 
of shoes and shoe manufacturers, 
which abide by satisfactory quality 
standards, have to suffer for the 
few—forced to label the product? 
Said Gardner, “Most laws are writ- 
ten to protect us from the sins of 

(CONTINUED ON PAGE 88) 
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Wilbur Gardner 
(CONTINUED FROM PAGE 86) 
the few.” 

Isn’t shoe labeling an effort spon- 
sored chiefly in the interests of the 
shoe repair industry, to halt the 
steady, long-term decline in this 
business? (Note: In 1932, there 
were 84,000 shoe repair shops as 
compared with 28,000 today. Since 
the end of World War il, shoe re- 
pair volume has declined from $300 
million to $200 million, despite sub- 
stantial increases in prices of shoe 
repair.) 

Gardner denied this, claiming no 
“self-interest, and no official back- 
ing of shoe labeling by the repair 
industry.” 

In terminating the interview, 
Gardner was strongly emphatic on 
one point: “Win, lose or draw on 
this fight, I believe I’ve proven 
something very important: Any in- 
dividual American, big or little can 
get his cause placed before Con- 
gress if that cause has merit.” 

(Some conclusions derived from 
Bill Rossi’s interview with Wilbur 
Gardner will appear in the Febru- 
ary 15 RECORDER.) 


Profile: Ruby Pappas 
(CONTINUED FROM PAGE 40) 
over the years, they have left the 
responsibility of the shoe depart- 
ments to Gilbert Brown, merchan- 
dise manager for all shoe depart- 
ments and buyer of women’s high 
style shoes, and to Ruby. The shoe 


departments have operated success- 
fully and the figures have shown a 
profit each year. 

Ruby Pappas attributes this fa- 
vorable situation to the fact that 
customers confidently rely on the 
service, correct fitting and values 
they know they get at Burger-Phil- 
lips; as well as the brand name 
lines carried. Kali-sten-iks by Gil- 
bert, Sparkle-Toes by Weber, Happy 
Steppers by Juvenile, Joyce Casuals, 
Oomphies, Deb Shoes, Maine-aires 
and Winthrop Shoes for men... 
are some of the lines. 

“Past performance counts,” says 
Ruby. “We have served three gen- 
erations,” she proudly adds. “Wo- 
men who came in with their chil- 
dren, twenty-five years ago, to buy 
seamless shoes for them, are now 
bringing their grandchildren in... 
some of them still asking for those 
same shoes. Parents trust us to 
carefully fit their children’s feet 
with the right shoes and the right 
lasts. As the youngsters grow older, 
we carefully steer them toward the 
proper shoes for their needs. 

As Birmingham has grown and 
progressed, so has Burger-Phillips. 
Population has increased and 
have industrial activities. In addi- 
tion to the iron, coal, coke and wire 
mills, there is an aircraft factory 
now. It all means more consumers, 
with more disposable incomes and 
Burger-Phillips get their share. 

As for departmental policy, Ruby 
Pappas believes very strongly in 


so 


making a profit. One of her pet 
peeves is “rushing and anticipating 
clearance sale periods.” She feels 
that the trouble with many retailers 
is they generally mark down too 
early . . . while the shoes are still 
salable. Therefore, they lose money. 

As for the personal touch, Ruby 
is married to a man who appreci- 
ates her capacities to do a good job 

.. whatever she does . . . whether 
at Burger-Phillips or at home. They 
have a son, who is a lieutenant in 
the Navy, stationed in Pensacola, 
Florida. Ruby and her husband 
generally spend their vacations 
down there. It gives them a chance 
to relax and enjoy the sunshine... 
as well as visit with their son, his 
wife and their two children. 

Add two buying trips to New 
York and one to Chicago for the 
National Shoe Fair each year, and 
you can realize that shoe buyer, 
wife, mother, grandmother is a full 
time job for Ruby Pappas. 


Correction: 

In the RECORDER for January 15, 
on page 43, the names under the 
photographs of James Z. Greeley, 
Jr., Chairman of the Children’s Ses- 
sions at the Factory Management 
Conference being held in Cincinnati, 
and Dr. Murray Banks, featured 
speaker at the Conference banquet, 
were transposed. The photograph on 
the left is that of Mr. Greeley and 
that on the right of Dr. Banks. 
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--- Salesmen on the Road 





by BERNICE S. DECKER 


Lesson No. 1 from IS. 


“DON’T sell the store for now, but 
from now on,” is a key phrase in the 
kickoff lesson of “Operational Know- 
How,” an educational program spon- 
sored by Independent Shoemen. The 
first of a series of selling lessons by 
correspondence is now in the hands 
of traveling men who are members. 

The lesson stresses the point that 
the modern salesman must be a 
production manager and produce 
sales. He must also be a merchan- 


diser, able to advise the retailer on 
varied points of operation. Travel- 
ing men are advised to work out 
their plan in a clinical way, with 
each step in its proper sequence to 
insure a solid foundation for the 
sale. 

The series of lessons is being 
geared to help each salesman do a 
better job for the retailer, his com- 
pany, and, in turn, for himself. 
Thus he is urged to sell through 
the store, not to the store, and to 
help the retailer move the merchan- 
dise off the shelves rather than 
being satisfied with just moving it 
onto the shelves. 

Each salesman’s packet also in- 
cludes authentic information on the 
retail phase of the business. 





(FIFTH OF A SERIES) 


PAUL F. SEVON, winner of the 
Star Salesman Award at Leverenz 
Shoe Company, sold shoes at re- 
tail from the time he left school 
until he joined Leverenz in March, 
1953. Selling shoes on the road 
was an entirely new experience, 
since he had had no other traveling 
experience. 

Today he lives in Minneapolis, 
Minn., and represents Leverenz in 
that bustling northwest area. He 
covered most of the state of Mon- 
tana, North and South Dakota, 
Minnesota, northern Wisconsin 
and Upper Michigan until two 
years ago. 

At that time he hired an assis- 
tant to cover the western sections 
of the territory. His business was 
growing so fast that he simply did 
not have time to concentrate as 
he would have liked. This was one 
way, he felt, in which he could 
serve his dealers better. 

Now he concentrates his travels 
in Minnesota, northern Wisconsin 
and Upper Michigan. The assis- 
tant, William A. Ford, covers the 
rest of the territory. 

Gardening is Mr. Sevon’s hobby. 
He also likes to spend an occasional 
weekend fishing for bass at his 





STARRING STAR SALESMEN: Paul F. Sevon 


PAUL F. SEVON 
ae 


cottage on Smith Lake in northern 
Minnesota. He is married and 
credits his wife Doris for a good 
share of his success. His one 
daughter, Virginia, is married. 

Mr. Sevon reports he has en- 
joyed every phase of the shoe 
business at both the retail and 
wholesale levels. He believes the 
privilege of serving and helping 
shoe merchants affords him the 
most pleasure in life. And he goes 
on to say that these associations 
have resulted in many fine friend- 
ships. 
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Send contributions to: Mrs. Bernice S. Decker, Salesmen 
on the Road Dept., 228 Greenwood Blvd., Evanston, Ill. 


West Coast Shoe Travelers’ Associates 
has a custom of honoring each retiring 
president with a gold membership card 
and trophy. Here, Walter J. Galvin, 
right, a director and past president, 
makes presentation to retiring 1958 
President, Pearse Newell. Mr. Galvin 
represents Grosvenor Shoe Company in 
the area; Mr. Newell, Deevers Shoe 
Company. 


Georgia Report 

ALL of the salesmen for Na- 
tional division of Georgia Shoe 
Manufacturing Company, Inc., are 
subscribers to BOOT AND SHOE RE- 
CORDER, Si Friedman writes us. All 
were present at the firm’s recent 
sales meeting at its factory and 
offices in Flowery Branch, Ga. 
They delegated Mr. Friedman, who 
represents the firm in the New York 
City area and New Jersey, to send 
us a report on the meeting. 

The men toured the factory and, 
in addition to reviewing the firm’s 
line of work shoes, were 
briefed on the credit situation. 
Sam Perlin, president and sales 
manager, opened the discussions 
and presided at the meeting. A 
highlight was a barbecue which he 
hosted and cooked at the summer 
home of his own design not far 
from the factory. 

Among the salesmen at the meet- 
ing were Erwin and Harry Amass, 
who travel the California territory. 
Others and the territories they rep- 
resent were Herb Burgnon, Michi- 
gan and Ohio; Harry Cohen, Ten- 
nessee and Kentucky; Orvie Cohen, 
Wisconsin, Minnesota and Iowa; 
John Contrane, Virginia and West 
Virginia; Lou Friedman, New Eng- 
land and New York; Milton Glick- 
man, Pennsylvania, Maryland, Dela- 

(CONTINUED ON NEXT PAGE) 


new 


89 





ware and the District of Columbia. 

Also Reuben Klein, Alabama, 
Louisiana and Mississipi; Rebert 
Levinson, Illinois and Indiana; 
Harry Parker, North and South 
Carolina; Joe Rittell, Washington 
and Oregon; Richard Scibella, Col- 
orado, Arizona and New Mexico; 
Edward Steine, Texas and Okla- 
homa, and Charles Yates, Georgia 
and Florida. 


Shoes PLUS Stockings 


WE BELIEVE that this depart- 
ment is the proper spot for mention 
of new trends and developments in 
selling shoes on the road. There- 
fore, we would like to call attention 
to the fact that salesmen for the 
Old Town Shoe Company, Oldtown, 
Me., have added hosiery samples to 
their traveling cases. 

They are now carrying a line of 
coordinated hosiery for their spring 
pigskin promotion of Old Maine 
Trotters. The country stockings 
are in colors matching exactly the 
firm’s various colors of pigskin 
used in a number of styles. The 
stockings are manufactured by 


Phoenix Hosiery Company of Mil- 
waukee. 

Old Town officials report that 
early acceptance of this tie-in pro- 
motion has been excellent and it is 
expected to continue an outstand- 
ing sales stimulator for the com- 
pany’s shoes. 

Fashion and merchandising ex- 
perts have long urged more coor- 
dinated selling of shoes and hosiery 
as a source of extra sales for the 
retail shoe merchant. Perhaps this 
is the beginning of a new trend— 
and it will be the shoe travelers 
who will help put it over. 


Noted Here and There .. . 


Henry Thorson, who served as 
treasurer of the Northwest Shoe 
Travelers, Inc., for 28 years and 
is a past president of the Na- 
tional Shoe Travelers’ Association, 
was elected president emeritus of 
Northwest at the association’s an- 
nual meeting. 

> - o 


New headquarters address for 
Indiana Shoe Travelers Association 
is 845 N. New Jersey St., Indiana- 
polis. 
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Warren Hickey, representative of 
Simplex Shoe Manufacturing Com- 
pany and president of West Coast 
Shoe Travelers’ Associates, was hos- 
pitalized last month at Hemet, Calif., 
after being injured in a spectacular 
automobile crash that completely de- 
molished the car he was driving. He 
was headed south on a main highway 
near Temecula, Calif., during a 
heavy rainstorm when his car col- 
lided head-on with another auto. 


Letters... 


Shoe Labeling: Sequel 
Your editorial [“What Price Label- 
ing?” Recorper, December 1] was ex- 
cellent, and you are 100 per cent correct. 
Keep up the geod work. 
W. G. LAIRD 
FLEXMOR SHOE COMPANY 
ROCHESTER, N. Y. 


® The Recorver’s editorial charged 
that the proposed shoe labeling law, in- 
troduced in Congress last month, would 
be harmful to the industry in that it 
would raise costs, complicate the work 
of manufacturers, and undermine public 
faith in the shoe industry. 


Confusion but No Good 


If this Porter bill were passed, we feel 
that this would cause an extreme hard- 
ship on manufacturers and would not be 
practical in any way. We hope that the 
entire shoe organization will join to- 
gether to block this bill from becoming 
effective, as we personally could see no 
good coming from all this confusion. 

Cc. H. TURNER 
WALK-IN SHOE COMPANY 
SCHUYLKILL HAVEN, PA, 


‘Kid Leather’ Praised 


William A. Rossi’s article on kid 
leather in the Boot anp SHOE RECORDER 
of December 15 was not only exciting to 
me but to all of our board members, and 
I am sure to the rest of the industry. 
Many of the men feel that you have writ- 
ten one of the most dramatic stories ever 
published on kid. 

CHARLINE OSGOOD, 
KID LEATHER GUILD 
NEW YORK, N, Y. 


DIRECTOR 


Mr 
descriptive writing | have ever seen on 
kid leather It information 
which the average shoe manufacturers 
ind 


know 


Rossi's article is the best and most 
contains 
particularly, shoe salesmen do not 


WILLIAM 1 
IOUuUN FR 


HICKEY, PRESIDENT 
EVANS & COMPANY 
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Recorder Consultant 
To Address Workshop 


PHILADELPHIA—Joseph Fried- 
lander, BoOT AND SHOE RECORDER 
economic consultant, will discuss 
“Problems Confronting the Shoe Re- 
tailer in 1959” as a feature of the 
annual Temple University Prescrip- 
tion Shoe Fitting Workshop, Sunday 
and Monday, February 15 and 16. 

Mr. Friedlander heads a four-man 
team conducting a continuous study 
of turnover, markup and profits for 
the RECORDER. He will address a 
luncheon on February 16. 

The workshop, in Philadelphia’s 
Warwick Hotel, will offer solutions 
to practical problems, and discuss 
the whole cycle of prescription fit- 
ting from a study of foot anatomy 
to merchandising techniques. On the 
program are a question-and-answer 
panel, sound slides and motion 
pictures. 

The agenda will also include such 
topics as types and construction of 
children’s shoes; “Romancing the 
Prescription Sale,’ and techniques 
of salesmanship. A cast molding ex- 
hibit will be conducted by Dr. Her- 
bert Lovitz, director of Image Shoe, 
Philadelphia. 

Others on the program will in- 
clude Gordon Luninger, owner of the 
Children’s Bootery, Lancaster, Pa.; 
Joseph Kessler, medical relations di- 
rector, Edwards Shoe Company, 
Philadelphia; Dr. Elmer Harford, 
professor of anatomy, Temple Uni- 
versity School of Chiropody, and Dr. 
Gerald Feldman, formerly in charge 
of the Mechanical Orthopedics Labo- 
ratory, Temple University. 

The Sunday evening program will 
consist of a discussion program on 
men’s and women’s prescription shoe 
fitting. 

Registrations are being accepted 
by the Temple University Manage- 
ment Institute, Cheltenham Ave. and 
Sedgwick St., Philadelphia 50. 


Gallenkamp in New Mexico 
ALBUQUERQUE, N. M.— First 
New Mexico outlet for the large shoe 
retailing firm of Gallenkamp Stores 
Company of California will be 
opened soon in the Princess Jeanne 


Shopping Center at Albuquerque 


The store will have a modernistic re- 
ceased front to allow for display, and 
will .@ 


wir-conditioned. 





Shoe News 





Men’s Styling Moves Away from Extremes 


NEW YORK—tThe men’s shoe in- 
dustry is beginning to move away 
from the styling extremes of recent 
seasons, according to George B. 
Hess, presiding chairman of the 
Men’s Shoe Style Committee of the 
National Shoe Retailers Association. 

Mr. Hess made his remarks after 
the January 15 meeting of the com- 
mittee at the Plaza Hotel here. To 
illustrate the trend to moderation, 
he cited the committee’s consensus 
on several issues: 

Lasts: There is a general trend 
away from the extremely narrow 
and light toward a wider, yet neat, 
toe expression. Further evidence of 
this trend is seen in the popularity 
of the soft wall or plateau lasts with 
modified narrow toe. The slightly 
narrowed “baby brogue’”’ last should 
be of considerable importance in fall 
and winter styling. 

Handsewn casuals and medium to 
lightweight dress shoes are expected 
to broaden the appeal of the square 
toe lasts. However, the square toe 
has been softened, tapered and is 
less extreme. 

Patterning and detailing: A trend 
is growing toward a variety of ex- 
pression. The sleek refined pattern 
types such as the plain toe and flat 
seam moc will be augmented by 


styles which utilize fine pinking and 
perforations. 


small These surface 


treatments will fill a need for sub- 
stance and masculinity in the styling 
of lighter, flexible shoes. 

Color: The dark brown, less red 
tones will continue their growth. 
Men’s preferences for the darker 
tones have been confirmed by the 
increased use of staining and antiqu- 
ing. 

In young men’s shoes, too, the 
trend is away from the extreme and 
the refined dressy types. Newer 
styles will feature a little more sole 
and a little more extension. 

Dirty buck brushed leather has 
caught the attention of young men 
throughout the country. Its popu- 
larity remains high and shows no 
sign of diminishing. Its importance 
will grow in the fall and winter 
styles, Mr. Hess concluded. Mr. Hess 
is president of Hess Shoes, Balti- 
more, Md. 

The chairman of the men’s dress 


and casual footwear study was 
James P. Giblin, E. T. Wright & 


Company, while Herbert J. Rich, 
Jr., Lewis Heicklen Sales Company, 
chaired the young men’s and teen- 
age footwear study. Perkins H. 
Bailey, fashion analyst and execu- 
tive editor of Men’s Wear magazine, 
outlined for the committee the im- 
portant foreign and domestic trends 
in apparel fabric. 





Attending New York session of NSRA's Men's Shoe Style Committee ore, left te 

right: Jame: ©. Giblin, chairman, men's dress and coswel shoes; George 8. Hess 

presiding chairman; Herbert J. Rich, Jr., chairmen, young men's and teenage foot 

weer; Edwerd J. MceDoneld, NSRA execetive vice-president, aad Pertias HW. Beiley 
svehvon onetva! 
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‘Prestige’ Shopping Center: Lily Ponds, 


C. H. Baker shoe store in plush "Fashion Square” 





$100 Pumps 


center displays lots of sequins, 


skyscraper heels, avant garde styles—including rhinestone pumps at $100 a pair. 


LOS ANGELES—tThree southern 
California shoe chains, C. H. Baker, 
Wetherby - Kayser, and Mandel’s, 
have recently branched into Amer- 
first exclusively high-fashion 
shopping center, $14 million ‘Fash- 
from metro- 


ica’s 
miles 
politan Los Angeles. 


ion Square,” 30 


Geared to leisure, luxury and the 
the center operates un- 
the upper reaches of 
high-income brackets (shoes. at 
$100; cocktail dresses, $600; ermine 
$10,000) leaving the nearby 
department store and regional shop- 


relaxed sell, 
molested in 


coats, 


ping centers to slug it out for lesser 
markets at lower prices. 

Other than the fact that 90 per 
cent of all shoppers arrive at the 45- 
acre, 3000-car-lot center by automo- 
bile, resemblance to any other shop- 
ping center is absent. 

The complex of 32 top-name ap- 
parel, gift and furniture stores in- 
cludes eight buildings and $5 million 


worth of merchandise. The center 
has the look of an elegant Moroccan 
bazaar complete with fountained 


malls, lily ponds, 400 trees and thou- 
sands of shrubs and flowers. 

All firms match their 
surroundings for quality and imagi- 
All as huge 
show windows whose floor-to-ceiling 


three shoe 


nation. are conceived 


glass facades allow passersby a di- 


rect view of heavily carpeted and 
uncrowded interiors. Gone are the 
standard fixtures and furnishings. 


All rely on soft lights and quiet de- 
cor, as compared to the bright colors 
and dazzling fluorescents considered 
necessary equipment for the average 
shopping center. 

Each store averages approximately 
1200 square feet of selling space, of- 
fers full stocks and sizes, quads to 
G's, 3's to 2's. 

Prestige customers find Fashion 
Square has retained the feeling of 
“fashion prestige,” add- 
ing shopping center convenience 
without the bargains, loss leaders or 
gimmick merchandise. 


downtown 


Employees enjoy working at the 
square. They spend $2 per month 
for parking as against $1.50 per day 
Because Fashion Square 
stays open only one night a week, 
they don’t have to shift for three- 
night-a-week shopping hours, the 
mainstay of the average center here. 

Store managers include Jim Buck 
at C. H. Baker’s, Nathan Krasner 
of Mandel’s, and Milton Broitman, 
Wetherby-Kayser. These comments 
reflect their findings on prestige ap- 
peal to the shopper on wheels: 

“Customers’ spending habits dif- 
fer. They arrive later (after 11:30 
a.m.), travel in groups, stay all af- 
ternoon, as compared to the average 
two They window- 
shop 32 stores rather than one, as 
is the practice of exclusively one- 
store franchises.” 

“The unit of sale is higher than 


downtown. 


center’s hours. 


Edison Bros. to Open 16 Stores as Expansion Continues 


the national $3 figure quoted for an 
average center, and brings more rev- 
enue from the same amount of dis- 
play space.” 


“Inventories run higher. There 
are fewer budget requests or lay- 
aways, more charge accounts. Bet- 


ter credit risks, more solid financial 
ratings.” 

“Fewer children and more French 
poodles. And business is good good 


good.” 


Foreign Producers Welcome 
To View U. S. Market: NRMA 
NEW YORK—The National Re- 
tail Merchants Association plans to 
encourage European manufacturers 
to visit the U. S. and see what the 


American shopper wants to buy. 
The program was announced by Na- 
than J. Gold after his election as 


president of the association at its 
annual convention here in mid- 
January. 

Mr. Gold, who is board chairman 
of Gold & Company, a Lincoln, Neb., 
department store, succeeded George 
W. Dowdy, executive vice-president 
and general manager of Belk Broth- 
ers Company, Charlotte, N. C., in 
the NRMA post. 

The NRMA will not finance the 
visits of foreign manufacturers, but 
it will offer other 
ways. The visits will be handled on 
individual store basis. Among 
of foreign trade named by 
desired in the U. S. 


assistance in 


an 
items 
Mr. 
were Italian shoes. 


Gold as 


Coward Chain to Add Unit 

NEW YORK—The Coward Shoe, 
retail chain operating family-type 
stores, will open its 13th unit early 
this month at Millburn, N. J. Irving 
D. Brown, president, said the store 
will be the company’s fourth in New 
Jersey. 


The store, with 25-foot front, will 


have marked divisions between the 
men’s, women’s and children’s de- 
partments. The women’s area will 


be circular-shaped, 22 feet in diame- 
ter, with chairs facing to the center. 
There'll be carpeting for the women, 
rubber flooring for the men’s and 
children’s areas. 

Frederick Pfister will serve as 
general manager of the He 
was formerly with the Coward store 
in Hackensack, N. J. 


store. 
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$20 Million Mart, Coliseum 
To Be Erected Near Atlanta 
NEW YORK- 
bined merchandise mart and 
seum will be built on a suburban 
site near Atlanta, Ga., according to 
plans revealed here last month. 
The Southeastern Merchandise 
Mart will contain one million square 


A $20 million com- 
coli- 


feet of office and showroom space 
on 11 floors. The adjoining Atlanta 
International Coliseum will 
390,000 square feet. A single-story 
structure, it will seat up to 25,000 


have 


persons and accommodate trade 
shows with as many as 35,000 in 
attendance. There'll be parking 


space for 10,000 cars. 

Backers of the mammoth project 
say the site was picked to permit 
easy access by auto. It is at the 
junction of two major highways, 
U.S. Routes 23 and 29, northeast of 


Atlanta—a 25-minute drive from 
downtown. 
Under present plans, manufac- 


turers of similar merchandise will 
be grouped on the same floor. Shoe 
producers are to be allocated space 
on the mart’s second floor. 
The coliseum, first on the 
struction schedule, is slated to be 


con- 


ready for use by year’s end. 


‘Retailer of the Year’ Winner 
Sells Dozen Lines of Shoes 

DENVER—Methods of merchan- 
dising and display, and quality of 
salesmanship in retailing men’s and 
and work and 
boots played an important part in 
the winning of a “Retailer of the 
Year” Bullock’s Store, 
Glenwood Springs, Colo. The award 
Was made at the spring and summer 
Men’s Apparel Show here by the 
Rocky Mountain Men’s Apparel 
Club. 

Bullock’s, now 15 years old, car- 


boys’ dress shoes 


plaque by 


men’s 
The 


award covered all men’s apparel; 


dozen name lines of 


and 


ries a 
and boys’ shoes boots. 
decision was made on the following 
merits: 
advertising, progressiveness in the 


window displays, quality of 


industry, courtesy to traveling men, 
merchandising habits and 
cooperation with the MAC’s policies 


general 


in helping to create better merchan- 
dising. George Bullock and his son, 
Bill, accepted the trophy as_ part- 
ners in the firm. 
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Shoeman’s Windows Captivate Calif. ‘Town 


OCEANSIDE, CALIF. — “Your 
window display reflects your entire 
store and business,” thinks Lee Ny- 
degger, owner of David Neil Shoe 
Store here. “The cost of a good win- 
that far 
overshadowed by the goodwill it in- 


dow pleases the town is 
spires.” 

Consequently, Mr. Nydegger uses 
his entire window space periodical- 
ly for a “non-commercial” display. A 
recent creation was a “Sleeping 
Beauty” sequence, with a doll repre- 
sented as dreaming a fairyland city 
and castle. s 

Blue angel hair on the floor and 
on a blue backdrop gave the effect 
of billowing clouds. Intermittently, 
flashing lights represented 
The fairy with her magic wand re- 
volved on a small platform. There 
constructed 


stars. 


was a “prince’s castle,” 
largely with cardboard cylinders and 
aluminum foil, and a cardboard cut- 
out city covered with silver glitters. 

A stage spot shone through a re- 
volving color wheel, lending an even 
greater enchantment. 

The over-all effect 
trian stopper! “Customers and peo 


Was a_ pedes- 


ple we’ve never seen come into the 
store to tell us how much they enjoy 


and appreciate our windows,” says 
Mr. Nydegger. 
Willing to pay as high as $250 


for a really striking window, he was 
surprised when the sleeping beauty 
window cost only $87. He and his 
staff do all the planning and work. 

“We have a lot of fun,” says Own- 
er Nydegger. “Doing something 
highly creative together helps us 
work more smoothly as a team while 
selling shoes.” 

Local regular 
features on the displays, which are 


newspapers carry 


to have customer-attrac 


tion power than paid advertisements 


said more 
One local newspaper wrote: “Tt’s out 
of this world, is the only way to 
describe the sleeping beauty window 
at David Neil’s Shop in Oceanside 
You should bring your children to 
see the lovely sight. It 
job of window decoration as can be 
and the David Neil staff 
the window all by them- 


is as fine a 


seen 
designed 


selves.” 


once a week on Wednesdays at 8 





"Sleeping Beauty" sequence attracted 
attention—and business—to David Neil 
Shoe Store, Oceanside, Calif. "We are 
not trying for one-shot sales,” says 
Owner Lee Nydegger. "Everybody, how- 


ever, is interested in the imaginative 
and beautiful. Repeat sales are_ in- 
evitable.” 





‘ashion Lines Represented 

At New Cineinnati Salon 
CINCINNATI, O.—A 

styles 


shoe salon 
featuring of the 
foremost designers has been opened 


exclusive 


at Gidding’s store here. 
The stock of 5000 pairs, including 


forma!, dress, and casual shoes, will 
include the collections of David 
Evins, Palter De Liso, Christian 


Dior (by Roger Vivier), Domani of 
Italy, Delmanettes and Ted Saval of 
California. 

J. B. Logan, manager and buyer 
for the salon, said the newer styles 
will include extreme and modified 
pointed toes with the stiletto slim 


heel. The open back, a style revival, 


the closed toe pump and a slightly 
lower heel are fashion notes. 
The breakfront the dominant 
display case of the second-floor salon 
is lined in blue velvet and is 
supplemented by three — display 
shadowboxes lined with the same 


fabric. Shoes are also displayed on 


two mahogany console tables im 


the elevator 
leased de 


mediately in front of 


The 
partment. 


salon operates as a 
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Rollnick’s Buys Cheyenne 
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Edison Bros. to Open 16 Stores as Expansion Continues 


store 


S'] 


LOUIS 
Inc., 


Edison Brothers 


will continue an ex- 


pansion program this year by open- 


ing lon 


Locations of eight 


‘Ww stores. 


of them have been made public by 


Irving 


are 


five 


heen 


dle 
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Included 


Leed’s 


Edison, president. 


one Chandler’s, two and 
stores. 


all 


Baker’s 


for 16 have already 


signed. 
the Chan 


Field 


irst to open will be 


s, in the Marshall wing 


Mayfair 
Formal opening 


shopping 
for 


of Milwaukee’s 


center. is set 
lebruary 26. 

One of the will be 
in the El Cerrito, Calif., shopping 
the Bay 


area, the other in the Orange Plaza 


Leed’s stores 


center, in San Francisco 


shopping center, Garden Grove, in 
Greater Los Angeles. They'll debut 
in late February or early March. 
Sites and opening dates of the five 
stores were listed fol- 


’ | 2? « . 
Baker’s as 


O.: service is tailored to provide all the 
working capital any qualified client needs, 


without increased borrowing, diluting 


profits or interfering with management. 


Information available for any manufacturer or 
distributor with $500,000 or more annual sales. 





Textile Banking Company 


55 Madison Avenue, New York 10, N.Y. | 
Providing operational financing for the | 


apparel, electronics, furniture, leather, 


plastics and textile industries. | 
Subsidiaries: ° 


T. B. C. Associates, Inc., New York 


Southwest Texbanc, Inc., St. Louis | 


lows: Westborn shopping center, 
Dearborn, Mich., undated; Merle 
Hay Plaza shopping center, Des 


Moines, la., May 1; 
Plaza shopping center, 
Md., undated; 165th 
L. I., March 5, and 
Plaza shopping 
N. J., February 26. 

When the eight are open, Edison 
will 342 


Prince Georges 

Hyattsv ille, 
St., 
Garden 


Jamaica, 
State 


center, Paramus, 


Brothers be operating 


stores. 


National Shoes Chain Maps 
2-Year Growth to 200 Units 
NEW YORK — National Shoes, 
Inc., will expand its chain in the 
next two years from 152 stores with 
$24 million annual volume 
to 200 units doing a $30 million vol- 
ume, a company official has forecast. 
Secretary-Treasurer Mac M. Siegel 
said the firm plans to set up 48 new 


sales 


a 


stores, particularly in Pennsylvania, 
Delaware, Maryland, Virginia, 
Washington, D. C., and metropolitan 
New York and New Jersey. Already 
the chain, which sells footwear for 
the family, is committed to the con- 
struction of 10 new stores early this 
year. It is negotiating for 11 more, 
Mr. Siegel said. 

The company is expanding its 55,- 
000-square-foot Bronx, N. Y., ware- 
to 80,000 feet. A 
stepped-up advertising program 


house square 
is 


also in prospect. 


Contestants Buy New Shoes, 
Gather Old Ones for ‘Points’ 

CHEYENNE, WYO.—A bicycle 
contest sponsored by the Shoe Circle, 
family in 
Cheyenne, proved so successful that 
the promotion will become an an- 
nual event, according to Dean Car- 
manager. 1000 pairs 
of old to the 
store during the 
eight-week contest, he said. 

The 200 
points for each pair of shoes they 
collected and brought in. Each Mon- 
day was “Old Shoe Day.” Additional 
points were given for everyday pur- 
First prize was a 
and 11 additional prizes were given. 

The big pile of old shoes, which 


shoe store downtown 


penter, Over 


shoes were brought 


by contestants 


contestants were given 


chases. bicycle, 


had attracted much interest as the 
contest progressed, was given to 
Goodwill Industries to repair and 


distribute to various charitable or- 
ganizations in the city, 
Carpenter said. 


Manager 
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Window Display Program 
Built Around Roblee Ads 


ST. LOUIS—Aiming at a higher 
degree of local outlet identification 
for Roblee retailers, Brown Shoe 
Company has set up and offered to 
its dealers a new window display 
program for the spring selling sea- 
son. 

Based on a concept of merchan- 
dising advertisements in 
Life and Esquire, the program is de- 
signed to provide the retailer with a 
window display built around each of 
four national ads scheduled for 
spring and early summer. 

The major piece in the display 
offers the dealer complete window 
flexibility in that it can be used as 
a single unit, double unit or as three 


Roblee’s 


separate design elements. Inter- 
changeable panels of heavy duty 


illustration board serve to facilitate 
and effect the changes in window 


appearance. 


Shoe Merchandising Course 
BROOKLYN—A_ 15-week course 
merchandising will start 
1 at the New York City 
Community College here. Meeting 


in shoe 
February 


Individual or multi 
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once a week on Wednesdays at 8 
p.m., the course will feature ‘pro- 
motional and development — tech- 
niques designed to increase turnover 
and profit margins of unit shoe re- 
tail operations.” 





Boots for Trail Crosser 





Ralph L. Hooker, left, who recently 
traveled the historic Santa Fe Trail from 
Santa Fe to Independence, Mo., on foot, 
is presented with a pair of Acme cow- 
boy boots by Roland Schriever, owner 
of the Shoe Center, Carthage, Mo. The 
store supplied Star Brand work shoes 
for the long trek, which was sponsored 
by the Smith Brothers Manufacturing 
Company, Carthage work clothes manu- 
facturer. 


Rollnick’s Buys Cheyenne 
Store; Merger Is Planned 

CHEYENNE, WYO. The Was- 
serman Shoe Store, established here 
52 years ago and said to be Wyo- 
ming’s oldest shoe store, has been 
bought by the Rollnick Shoe Com- 
pany. Rollnick operates a store in 
Cheyenne, into which the Wasser- 
man stock will be merged. The new 
store will be known as Rollnick’s 
Wasserman’s Shoe Store. 

The Rollnick firm maintains eight 
other stores in Colorado and Wyo- 
Murphy, manager of 
Store head 


ming. Ralph 
the Rollnick 
the combined store. 


here, will 


Minnesota Bans X-Ray Fitting 

MINNEAPOLIS, MINN.—F luoro- 
X-ray fitting 
chines have been outlawed by 


scopic or shoe ma- 
ithe 
Minnesota Board of Health because 
of the radiation hazard. The ruling 
was the result of a concerted drive 
by public health agencies. 

Dr. Robert N. Barr, secretary and 
executive officer of the board, said 
the 


shoe manufacturers and 


the regulation has support of 


retail shoe 


stores. 


shoe stores and other contract requirements. 





200 East 146 Street, New York 51, New York” 
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Series No. 320 
Sizes 5-8, 9-12 
13-3. Brown, 
White, Red, Beige 
Now! Also in growing 
Girls’ Sizes: 4-7. 


\. 





e What's New 


Lightweight Slippers, Casuals 
Offered with Cushion Soles 


OSHKOSH, WIS. Extremely 
lightweight leather slippers and 
casuals with foam cushion soles 


for both men and 
women are re 
cent additions to 
the line of Mondl 
M an ufacturing 


Company here. 
Slippers weigh 
less than five 
ounces a pair; 
women’s low 
chukka two- and 
three - eyelet ''Pillo-Eze'' chukka 


boots, less than a pound, and men’s 


casuals of the same type, less than 
a pound and a half. 

“Pillo-Eze” is the name given to 
this new line of casuals with deer- 


skin, cowhide and suede leather up- 


pers. Extra comfort is provided 
with the cushioned insole and out- 
sole and the heel is of Neofoam, 


shoes completely flex- 


making the 
ible. 










nil 


AVA 


% 





The ORIGINAL cushioned INSOLE sandals. Elk finish 
cowhide uppers. Chrome soles. Adjustable vamp 


; Young sun worshipoers love Sun-San's barefoot feel. 
Mothers like the fit, the LONGER wear. Order now. 
Playtime favorites, fast sellers! Sun-Sans 

with scientific design 





KIDDIE , ON 


The 
ranch 


made of glove and 
leather, come in a selection 
of colors including iridescent 
tels. All have self-soles as well as 
cushion 
vides a heel. 


slippers, 
pas- 


innersole, which also pro- 
All styles are made with tapered 


toes. 


Stretchable Shoe Fabric 

. Rubber 
“Embosse,” a 

fabric developed by 

introduced 


Introduced by U.S 
NEW YORK- 

stretchable shoe 

Alfred Vamos, 


new 


has been 


by the Textile division of United 
States Rubber Company. 
The result of more than a year 


of experimentation, the lightweight 
embossed nylon fabric, backed with 
Lastex elastic yarn, has the look of 
a finely grained crushed French kid- 
skin. First embossed, then processed 
with heat and backed, the 
portedly emerges very durable, more 
or less water-repellent and suitable 
for any kind of shoe. 


fabric re- 


The new fabric is being made at 
present in basic black, blue and 
brown but will eventually go into 


27 SPRUCE ST. - 





HOY SHOE CO. 





ED THE FACTORY-MANAGEMENT 
ENCE, YOU CAN SEE THE NEW 
££” PROGRAM FOR 1959 AT THE 
OE PRODUCTS & STYLE EXHIBIT. 


Look for our Booth! 


“they last too long!’’ 


PROMOTION “HIT” 


+ Sun-Gle 


with Hoy-way molded sole. Priced 
for volume sales! 


Series No. 880 
Sizes 5-8, 9-12, 13-3 
Brown, White, Red 


1128 LOCUST ST., ST. LOUIS 1, MO. 








match the 


leathers. 


14 colors 


13 or dyed to 


best style 


season’s 


Men’s Elastic Stockings 
CHICAGO—Elastic stockings for 
designed to give comfort and 
support to vein sufferers 
with aching legs, have 
The Scholl Manu- 
facturing Company here. According 
to the maker, the channeled top will 
not slip or bind and a special toe 
maximum freedom. 
Available in brown or black in three 
the stockings retail at $9.95 
the Dr. Scholl’s brand 


men, 
varicose 
and others 


been developed by 


design allows 


sizes, 
a pair under 


name. 





Ribbed Sole in 6 Colors 


New cellular sole in- 
troduced by The Bear- 
foot Sole Company, 
Inc., Wadsworth, O., is 
equipped with large 
ribs with distinct grip- 
ping edges for non-slip 
qualities. Intended for 
sport and work boots 
and other work and 
casual shoes, soling is 
available in natural, 
white, black, brown, red and tan, with 
clog heels to fit all lasts. 











V< 
ME 
AE 


PARENTS’ 


v, MAGATLINE ~ 


SALES CORPORATION 
NEW YORK 38,N. Y. 


prailable in Canoda exclusively by BEARDMORE & CO., Limited, Acton, Ontario 
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For Men, a New Calfskin 





New, textured leather, Diplomat Calfskin, 
has been introduced by A. C. Lawrence 
Leather Company, Peabody, Mass., "to 
provide manufacturers of men's high- 
quality shoes with a new fine-patterned 
refined texture ... the masculine look." 
According to tanning firm, the leather 
will go well with more elegant suits 
shown for fall. Available in black and 
three shades of brown. New calfskin is 
used in three-eyelet blucher pictured, 
with moc front, made by Banister (Stet- 
son Shoe Company, Inc.). 





Adhesive Coating Made for 
Box Toes, Quarter Linings 
HAVERHILL, MASS.—Pres- 
Stick, Inc., which recently intro- 
duced Kling Coat, a water-activated 
adhesive coating for backers and 


vamp lining materials, has now 
placed on the market a_ similar 
coating designed for use on box 


toe and suedine quarter lining ma- 
terials. This newest coating, named 
Kling Form, what the 
company refers to as the Pres-Stick 


completes 


Process. 

The of this 
claimed, “enables the manufacturer 
to assemble his whole shoe without 
the use of latex or rubber cements.” 
Both coatings can be activated not 
water but by 
Both Kling Coat and the 
Kling Form, the company 
are “extremely compatible with all 
types of leathers and_ both 
guaranteed to eliminate piping, 
wrinkling and bubbling.” Both have 
high adhesive strength. 

Exclusive rights to the of 
Kling Form in the manufacture of 
have been given to the 
Bixby Box Toe Company, also of 
Haverhill. This company makes the 
coated in a of 
materials and claims that they are 


use process, it is 


steam. 
newer 


only by also 


Says, 


are 


use 


box toes 


number 


box toes 
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the first soft box toes which may be 
inserted at the pullover operation. 
Kling Form quarter linings, it is 
explained, are made on heavy flan- 
nel and Pellon bases and activation 
takes place at the 
operation. 

Kling Form and Kling Coat are 
distributed by Pres-Stick, Inc., and 
by the J. C. Henley Company of St. 
Louis. Patent pending on the Pres- 
Stick held by 
Ornsteen and will be assigned upon 
release date to Pres-Stick, Inc., of 
which Mr. president 
and Alvin Hirshberg is treasurer. 


assembling 


Process is Robert 


Ornsteen is 


for 
another 
pair of 
STacy-ADAMS 
SHOES 


Selling Stacy-Adams is a 
cinch. They sell themselves 
.and keep on selling 


themselves every time they’re 


worn. Show a customer 


Stacy-Adams rich, soft leathers, 
matchless craftsmanship and 


smart styling and you’re 


half-way home. Slip his foot 


into the luxurious, slipper- 
like comfort of these 
beautiful shoes—the sale is 
closed. Yes, sir, my 
Stacy-Adams customers are 


my good customers! 


STACY-ADAMS COMPANY 
Dept. BS, Brockton 62, Mass. 


Nylon Reinforcing Tapes 
PAUL, MINN. 
cloth tapes for reinforcing men’s and 


Sr. Two nylon 
women’s shoes have been introduced 
by Minnesota Mining and Manufac- 
turing Company, here. According to 
the they 
standing stretchability with thinness 


company, combine out- 


and offer high tensile strength and 
easy unwind. They are also said to 
be free from fraying and ravelling 
and “excellent” in their adhesion to 
materials. The 


leather and related 


tapes are made in white, dark brown 
and black. 

















97 








-—_teri aa “4 . | 


ir 











Shopper’s Shoes on Chair? e Financial 

There's a ‘Rover’ Somewhere — gi, Chains’ Combined 1958 Sales Increased 5.9 Pet. 

Pi ane, Pains antingel eee NEW YORK — The six leading Of the six chains, only A. S. Beck 

é ; ~~ shoe chains which regularly repcrt reported a decrease for the year as a 

removed and places them on the ad- AR LY ER ‘hole, 1.9 per cent. All six showed 

joining fitting chair, more than like- their sales registered a a am cums pornanpge 

lv has a dog or a pup at home. gain for 1958 in ge easennion ppeelnesiat me ~ manunin ve nage 

— ie _ the previous year. Composite dol- alone, in comparison with Decem- 

Adele Starbird’s regular column in Hf Volume was $470.1 million as ber, 1907 — 

Matai Pesttiienateh Mrs against $443.7 million in 1957. As a group, the chains a 
+ re ‘ si : oe Pace-setter was G. R. Kinney operating 2892 stores in 1958 as 

Starbird is well known in St. Louis with a 12.9 per cent sales increase. against 2788 the year before. 

aus Dean of Women at Washington 


University, ¢ st she has he for 3 Tes 
liversity, a post she has held for SHOE CHAIN STORE SALES, 1958-1957 COMPARISON 
more than 20 years. Commenting les. Total Y 
: : one we as ae Stores in December Sales Sales, Total Year 
on a trip to the shoe store, she Operation (in millions of $) % (in millions of $) % 
wrote: 1958 1957 1958 1957 Increase 1958 193? Change 
“After the clerk had gone to look — peck 298 234 $ 6.446 $ 6.398 0.7 $ 56.445 $ 57.541 1.9 
for my size in shoes, I picked up the Edison $34 322 13.592 11.866 14 3 109 134 99 302 +9 9 
, ., _ Kinney 447411 8.667 7.583 14.3 66.787 59.162 +12.9 
shoe he had removed and placed it yfeiyiiie 1053-1018 2.324 18.689 8.7 120.071 122.075 15.7 
on the chair beside me. National 152145 3.717 3.546 4.8 24.881 ~ 858 +4.3 
Shoe (7 ro) 5 10.153 9 250 9.7 83. SOS S191 +2.9 
‘I see that you have a dog!’ he hee Corp. wcll Roca wi 
said when he returned. Composite totals 9892 2788 $62.899 $57 .332 A f $470 126 $443.729 +5.9 
‘I used to have a dog. But how ; . 
cei -y 3 sales ale 5,234,796 in 1958 
did you know? N - Dins 31. Sales totaled $15,234,796 
Nunn-Bush 7°58 Income Dips A asaiyt a 
I as against $15,137,915 the previous 


‘*People with dogs always put 


their shoes up. It’s a habit.’ ” MILWAUKEE—Despite a slight year. 


increase in net sales, Nunn-Bush In the company’s annual report, 
A. G. Cherry has been appointed Shoe Company reported a decrease President J. B. Buchanan said prof- 

manager of Duane’s Shoe Store at in earnings from $270,833 in 1957 to its amounted to $1.42 per share in 

140 Terrell Plaza, San Antonio, Tex. $260,243 for the year ended October '58 compared with $1.48 for 1957. 


da 


VOY) PACTRATE 


— Ff PROTECTED GERMICIDAL SHOE LINING? 


It is the only lining ever approved by The National Foot 
Health Council. 
It is used by leading makers of shoes for men, women and children, 


It is bought by more and more consumers. 





OFFERS ALL THESE ADVANTAGES: 


@ Stops athletes foot reinfection 
@ Preserves leather from stiffening and cracking 
ni ® Keeps shoes from getting out of shape 
PRO ° ° 7 . . 
| Approves @ Prevents bacterial decay, mildew and odor from perspiration 
CORO 


Se 


Other famous Pacific Mills shoe linings: 


nOnan 
NY 
SLPS 


(gs Abas) 
= Ly Ay | 45 / w PACITWIN — two-in-one, flannel and drill wrinkle-free lining 
° + / - . a 
P\# || yy, x PACIDURA — non-fray, shrink resistant, cotton lining 
* » 7. { 
“TreR fo° PACITEEN — especially for slippers, dyed suede finish lining 


PACIFIC MILLS DOMESTICS CORP., an affiliate of WAMSUTTA MILLS, Dept. P15, 1430 Broadway, New York 18, N. Y. 
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Craddock-Terry 1958 Sales 
Fell 7.4% Below °57 Figure 

LYNCHBURG, Va.—Net sales of 
Craddock - Terry Shoe Corporation 
for the year ended November 29 
showed a 7.4 per cent decrease 
from 1957 figures, the manufactur- 
ing firm disclosed in its annual 
report. 

“While the decrease in net sales 
is disappointing,” wrote President 
Percy N. Burton, “it followed some- 
what the trend of the shoe industry 
and was occasioned by the general 
business conditions that prevailed 
until] the latter part of the year.” 

Net sales in 1958 totaled $27,064,- 
409, a drop of $2,164,270. Mean- 
while, net income was $755,960, a 
decrease of $252,661 from the pre- 
vious year. Earnings per common 
share were $3.41 as against $4.65 
in 1957. 

According to the report, the com- 
pany’s directors plan to start dur- 
ing 1959 a modernization program 
which will “substantially improve 
our physical facilities and _ will 
provide for more economical and 
efficient manufacture and distri- 
bution.” 


Colonial’s °58 Shipments Up 


BOSTON W— Colonial Tanning 
Company, Inc., shipped over 52 mil- 
lion feet of leather in 1958 as com- 
pared with 43 million feet in 1956 
and 45 million feet in 1957. Accord- 
ing to Kivie Kaplan, treasurer and 
general manager, December ’58 
shipments totaled 5% million feet, 
making the month “one of the 
record-breaking Decembers in the 
history of Colonial.” “Very opti- 
mistic,” Mr. Kaplan said all of the 
company’s tanneries and finishing 
plants are in full operation. 


Brown Shoe Co. Dividend 
ST. LOUIS—Brown Shoe Com- 
pany’s board of directors has de- 
clared a quarterly dividend of 55 
cents per share on the company’s 
common stock, payable March 2 to 
stockholders of record February 11. 


Melville Shoe Sets Dividend 

NEW YORK—Directors of Mel- 
ville Shoe Corporation have declared 
a dividend of 321% cents a share on 
the company’s common stock, pay- 
able February 1 to shareholders of 
record January 16. 


U. S. Shoe Corp. Earnings 
Rose 4.5% to Record in 758 
CINCINNATI, O.—In income as 
United States Shoe 
experienced a 
In its annual report, 
net 


well as_ sales, 
Corporation 

year in 1958. 
the company 
earnings totaled $2,619,405, or $2.34 


record 


said consolidated 
per share, representing a 4.5 per cent 
increase over 1957. 

and 
share- 


Chairman Joseph S. Stern 
President A. B. told 
holders that sales reached $45,316,- 
619, an increase of 6.2 per cent. The 
rise was attributed largely to expan- 
the Selby Arch Preserver 


Cohen 


sion of 
line. 
The company, which manufactures 
women’s shoes, is adding to its plant 
facilities, particularly the wood heel 
covering plant in Crothersville, Ind. 


Goodyear Declares Dividend 
AKRON, O.—Directors of The 
Goodyear Tire & Rubber Company 
declared a quarterly 
60 cents 


have regular 
dividend of per share on 
the company’s common stock, pay- 
able March 16 to stockholders of 


record February 16. 





‘| IT’S LATER THAN YOU THINK! 


’ OFFERS 
YOU 


MONEY-MAKING STYLES 
WITH POPULAR | 
je 


LE So” 


It's only weeks to the pre-Easter rush— 
and this Late Style is in heavy demand. 


FOOT KING® 


Coniene 


Goodyear 
Welts 
IN STOCK 












Le or 








#79532 
only $5.65 
Stocked B C D 






A STEP 
SAVER style | 


the terrific SPRING-ACTION SOLE that's 2 

one Black 3-eyelet tie with Quilted Pillow print plug. Stitch and 
in turn. Oak bend leather sole. Small spread upper leather 

and leather insole. 

79532 Black, Men's 6/12 B C D only $5.65 net 

77532 Black, Boys' | to 7, C D only $4.45 net 

Brown as above 79533, Men's 6/12 C D $5.65 net 

FOOT KING men's and boys’ shoes are made by a long 
established company. Latest styling; stocked in widths; at 
prices that keep you competitive; with a better mark-up. 
More than 140 styles available. 


NATIONALLY ADVERTISED 


Dept. 21, The A. S. Kreider & Son Co., PALMYRA, PA. 


SELL 
breaking shoe sales records everywhere! SELL... 
of the finest fitting lasts ever made. SELL BOTH 
America's widest variety of IN-STOCK RIPPLE® Sole 
styles for women. For work, for play, for golf. SOFT 'N 
LIGHT NEW LEATHERS! ALL NEW HI-FASHION 
COLORS! Full run of sizes. (Men's styles, too!) 


Write for new catalog 


*TM—RIPPLE SOLE CORP. 


Ww. MINOR & SON, 





Batavia, N. Y. 
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© Obituaries 


David Kreider, President 

Of Pa. Manufacturing Firm 
PALMYRA, PA.—David H. Krei- 

president of W. L. Kreider’s 

Manu- 


aer, 
Sons 
facture 
ing Com- 
Inc., 

of 
juvenile 
died 
January 18. 

Mr. Krei- 


der, who 


pany, 
makers 


shoes, 


started with 
the 
pany in 1927, 


com- 





was elected 


DAVID H. KREIDER 


secretary in 
1939, vice-president in 1945, 
president in 1953 following 
death of his father, W. 
David Kreider was a past presi- 
dent of the Central Pennsylvania 
Shoe and Leather Association and 
a member of Independent Shoemen 
and The 210 Associates. In addition 
he in church and civic 
groups. 


and 
the 
FE. Kreider. 


was active 
his widow, Mrs. 
Ruth Farnsler Kreider; three sons, 
William F., Kenneth R. and Donald 
K., a sister, Mrs. James Muncey, and 


Surviving are 


six grandchildren. 


E. RICHARD APT, 62, prominent 
manufacturer, died 

his home in that 
city. He was president and general 
manager of the Apt Shoe Manu- 
facturing Corporation. Mr. Apt was 
a member of The 210 


Boston shoe 


January 11 at 


Associates, 


Brandeis University Associates and 
the Hillel Foundation of Harvard, 
and a member and former director 
of the Jewish Memorial Hospital. 
Surviving are his widow, Mrs. Rose- 
bud Bennett Apt; a son, Donald 
G.; a daughter, Mrs. Dorothy Apt 
Gottlieb, and a brother, Arthur. 


JAMES C. PAPE, 71, a veteran 
of 50 the women’s 
shoe industry, died recently. Ser- 
vices were held at Lynbrook, N. Y. 
Mr. Pape had served as a custom 
shoemaker, stylist, sales represen- 


over years in 


tative and manufacturer of both 
dressy and casual footwear. His 
last post was as adviser to Rhea 


Nichols, women’s shoe chain. 

He leaves a Vincent J.; 
three daughters, Mrs. Karl Mueller, 
Mrs. Beatrice McAdoo and Mrs. 
Kenneth Prentiss, and a_ sister, 
Mrs. William Morelli. 


son, 


CHARLES B. MORSE, a former 
Binghamton, N. Y.. shoe store op- 
erator, died in Daytona Beach, Fla., 
January 6, six months short of his 
100th birthday. For more than 40 
before he retired about 15 
years ago, Mr. Morse was an owner 
of the Morse & Herrick shoe store. 
Mr. Morse opened his first shoe 
store in Whitney Point, N. Y., in 
1883. He is survived by a daugh- 
ter, Mrs. Helen Stephenson. 


years 


CLYDE WILLIAM PLYLER, 50, 
owner and manager of the Sherill- 
White Shoe Company, Statesville, 
N. C., died of a heart attack, De- 
cember 31. His widow, two 
and two daughters survive. 


sons 





Reinhold J. Diekelmann, 68, 
Retired Weinbrenner Official 

MILWAUKEE—Reinhold J. 
Diekelmann, 68, retired vice-presi- 
dent and director 
of the Albert 
H. Weinbrenner 
Company, Mil- 
waukee shoe 
manufacturers, 
collapsed and died 
on a street here, 
January 3. Death 
was apparently 
due to a heart at- 
tack. 

Mr. Diekel- 
mann, who joined the firm as pay- 
master, became a traveling salesman 
in the Minnesota territory for six 





R. J. DIEKELMANN 


years, then returned to Milwaukee 
as sales and field manager. In 1940 
he became vice-president. He _ re- 


tired in January, 1957. His home 
was in suburban Whitefish Bay. 
Surviving are his wife, Irene; a 
daughter, Mrs. William Elliot, and 
a sister, Mrs. Anna Everts. 
VICTOR BRAY, a well known 
figure in Philadelphia’s shoe trade 
for more than 55 years, died Janu- 
ary 9 after a four-week illness. For 
about 20 he had been a 
sales representative for The Kep- 
ner-Scott Shoe Company, Inc., Or- 
wigsburg, Pa., working principally 
in Pennsylvania and New Jersey. 
Earlier, he owned and operated the 
3rav Shoe Company, a Philadelphia 
wholesale firm, for about 30 years. 


years 


Surviving are a daughter, Mrs. 
Otto Schwarz; a son, Irwin, and a 
sister, Mrs. Katie Gruenfeld. 





e About Shoe People 


Ove M. Wittstock has been named 
vice-president 
and general man- 


ager of the 
Frank Werner 
Company, San 
Francisco, suc- 


ceeding W. Har- 
vey Moody. A na- 
tive of Switzer- 
land, he 
formerly associ- 
ated with the 
Bally interests in 
that country. The Werner store is 
now Bally-owned. 


was 





OVE M. WITTSTOCK 


100 


Samuel L. Slosberg, president of 
Green Shoe Manufacturing Com- 
Boston, has been named 
chairman of the budget and finance 
committee of the Brandeis Univer- 
sity board of trustees. Last year 
Mr. Brandeis served as co-chairman 
of the National Shoe and Leather 
Committee in behalf of Brandeis. 


pany, 


Max Gottesman, president of the 
Hercules Shoe Manufacturing Cor- 
poration, Brooklyn manufacturer of 
children’s shoes, and his wife, Fan- 
nie, recently celebrated their 50th 
wedding anniversary. Mr. Gottes- 
man has been in the shoe trade for 
40 years. 


James A. Hack, whose father is 
Morton Hack, president of the Hack 
Shoe Company and vice-president 
of the Ripple Sole Corporation, De- 
troit, has been promoted to lieuten- 
ant junior grade in the Navy. He 
has been stationed in London since 
last June. 


Harry L. Ash, who for a long pe- 
riod was buyer for Block Shoe 
Stores with offices in Seattle, now is 
manager of a leased shoe depart- 
ment in Marketime’s Drug and De- 
partment Store on Seattle’s Empire 
Way. The large department carries 
a full line of footwear for the fam- 
ily. 
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Shoe Fabric Group to Hold 
Showing February 15 to 18 

NEW YORK — Members of the 
National Shoe Fabrics Association 
will present their annual showing of 
all fabrics at the Hotel Lexington 
here, Sunday through Wednesday, 
February 15-18. 

Through a spokesman, NSFA 
members are predicting “the biggest 
volume year in the history of the 
shoe fabric industry.” The forecast 
is based on “the continuing need for 
fabric shoes to carry out the over- 
all fall fashion picture; the im- 
provements in fabric durability; the 
surging cost of leather and the gen- 
eral increase in shoe sales due to 
continuing economic prosperity.” 

According to the NSFA’s spokes- 
man, members “are looking forward 
to the biggest satin year in shoe 
history, with wider color range than 
ever before and increased emphasis 
on sculptured materials. Silks, 
moires and rayon silks will also be 
of importance, with sharp emphasis 
on texture and with new interpreta- 
tions of staples tending toward some 
tailored effects. White dyeables are 
expected to set new sales records.” 

For children’s shoes, heavy sales 
of nylon velvet are predicted due 
both to improved durability and 
smart styling. Also anticipated in 
this category are major increases of 
printed linings. 


Shoemen to Get ‘Style Kit? 
At Allied Products Show 

NEW YORK—A portfolio con- 
taining advance style reports on the 
various shoe components for the fall 
will be presented to each 
shoeman registering at the Allied 
Shoe Products Show, February 14-17 
in the New York Trade Show Build- 
ing. 


season 


The “Working Style Kits” will 
provide information on heels, nu- 
clear solings, leather soles, orna- 


ments, fabrics and goring. The data 
has prepared by the show’s 
styling advisory committees to guide 
manufacturers and stylemen in plan- 
ning and buying for their fall lines. 
Additional supplementary material 
is planned for the kit. 


been 


Show officials said they believe the 
kits will be unique among shoe trade 
shows. 
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Officers of New England Shoe and Leather Association with U. S. Senator Edmund 

S. Muskie at 90th annual meeting. Seated, from left: Saul L. Katz, vice-president; 

Wallace J. McGrath, president; Senator Muskie and Maxwell Field, executive vice- 

president. Standina, from left: Francis H. Gleason, vice-president; G. Elliot 
Stickney, treasurer, and Edward L. Davis, secretary. 


BOSTON Although shoe pro- 
duction in 1959 will likely reach a 
record high of more than 600 mil- 
lion pairs, the industry nevertheless 
must still expect keen competition 
within its ranks because of excess 
capacity. 

This was the comment with which 
Wallace J. McGrath, president of 
the New England Shoe and Leather 
Association, opened his report to 
the 90th annual meeting of that 
organization held here on January 
14. Approximately 600 members and 
guests attended the dinner-meeting 
in the Statler-Hilton Hotel. 

Mr. McGrath reviewed 
tion activities among 
said, the newest is the “sponsorship 
of a joint insurance program 
titled a ‘Workmen’s Compensation 
Classification Dividend Plan.’” A 
number of companies are partici- 
pating, he reported, “and their ex- 
perience continues favorable. A 
substantial dividend is expected to 
be next year with 
sultant savings in this 
Furthermore, study is being 


associa- 
which, he 


en- 


announced re- 
insurance 
cost. 
given to other insurance programs 
with the objective of reducing mem- 
bers’ total insurance costs.” 


During the business meeting 
which followed Mr. 


McGrath was re-elected as were all 


his report, 
other officers and eligible directors. 

Other officers are: vice-presidents, 
Saul L. Katz, a 
and Charles treasurer, 
G. Elliot Stickney; executive vice- 


Francis Gleason 


Slosberg; 


president, Maxwell Field, and sec 
retary, Edward L. Davis. 

Eligible directors named to serve 
during 1959 Harry A. 
Abraham E. Caswell, Leon H. Fisch- 


are: Bass, 


man, Michael Flynn, James’ L 
Forma, Lucian D. French, Simon 
H. Geilich, John T. Heald, Louis 


Kleven, Clarence E. Knapp, Joseph 
S. Porter, Bernard 8. Shapiro, Bar 
net B. Stein, C. R. Todd and Robert 
Ey. Wall. 

New directors named to take the 
place of nine whose terms have ex- 
pired are: Herbert M. Agoos, Rob 


ert N. Bass, Joseph Bloom, Gilbert 
Freeman, Edward Goldman, J. T 
Johnson, L. Howard Karelis, Rich- 


ard N. Sears and Francis C. Rooney 
Honor guest and feature speake 


of the evening was Edmund S 
Muskie, twice governor of Maine 
and newly elected U. S. Senato 


from that state. 
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Dunham Brothers Ad 


ROBERT LANDRY ROBERT TOWNE 


BRATTLEBORO, VT.—Five rep- 
resentatives have been added to the 
staff of Dunham Brothers 
Company. Two, Robert I. Towne 
and Robert N. Landry, have been 
assigned to southern New England, 
where the Dunham line has_ been 
split into Leather and Red Ball 
Divisions to give better service. 


sales 


Mr. Towne sells Red Ball footwear 
in western Connecticut and western 
Mr. Landry covers 
Rhode Island and Massa- 
chusetts with Dunham’s leather 
shoes. In the former territory Mil- 
Ershler continues to the 
leather line. In the latter, Clarence 
bangs carries the Red Ball line. 


Massachusetts. 
eastern 


ton sell] 


The same split has been applied to 
the Connecticut 
and central Massachusetts territory, 
Herbert A. and 
Peter Malis have each been carrying 


selling in central 


where Swanson 


E. L. ROWLAND 


ds Five to Sales Force 


DANIEL ZIMKIN THOMAS NELSON 


both lines. Under the new arrange- 
ment, Mr. Swanson now carries only 
Red Ball footwear, Mr. Malis sells 
Dunham’s leather shoes. 

Other new salesmen are Edmund 
L. Rowland, Daniel L. Zimkin 
Thomas J. Nelson. Mr. Rowland 
carries leather shoes on Long Island, 
succeeding Frank J. Hickey, who 
has retired. Mr. Zimkin 
Abraham Sobel in metropolitan New 
York and Westchester County. Mr. 
Nelson takes the place of Clair H. 
Winslow in the central New York 


and 


succeeds 


state area. 


Allied Kid Agent Appointed 

PHILADELPHIA — Allied Kid 
Company’s McNeely division has ap- 
pointed the M. C. Campbell Com- 
pany, 1934 Delmar Blvd., St. Louis, 
as its exclusive distribution 
in the St. Louis territory. 


agent 


U. S. Postpones Calf-Kip 
Import Probe Until Feb. 24 
WASHINGTON, D. C.—The Gov- 


ernment’s upcoming investigation of 
calf and kip imports has been post- 
poned from February 17 to February 
24. The delay was granted by the 
U. S. Tariff Commission at the re- 
quest of both domestic and foreign 
producers of calf and kips. 

The investigation is for the pur- 
pose of finding out whether imports 
of calf and kip leathers are coming 
into the United States in such quan- 
tities as to injure—or threaten to 
injure—the domestic industry. 

Persons and firms wanting to tes- 
tify should communicate with the 
U. S. Tariff Commission, Washing- 


ton 25. 


Surpass Shifts Executives; 
Hugh Connett Is President 

PHILADELPHIA — Harold Con- 
nett, president of Surpass Leather 
Company here since 1935, has been 
elected chairman of the board. His 
son, Hugh H., him as 
president. 

Stephen A. Stack has been elected 
vice-president of the company. 

The firm’s Boston sales manager, 
Lauriat Lane, has retired, and Leo 
Larkin and Raymond White will 
serve as agents in that area. 

Hugh Connett, who was named 
vice-president last November, joined 


succeeds 


the company in 1947. 





New York Wholesalers Stage Spring Market Week in Their Showrooms 


Sample scenes as New York Shoe Wholesalers hold Spring 
Market Week and Open House: in left photo, W. H. Gordon 
(second from left), president of H. Gordon Shoe Corporation, 
hears congratulations on firm's new building from Ed Lipko- 
witz, chairman of shoe show committee. With them are Nor- 


102 


man Gunsen (left), secretary of company, and Eli Gunsen, 
company's treasurer. In photo at right, Joseph Goldstein 
(extreme left), president of Goodwear Shoe Company, takes 
an order while Vice-President Arthur Goldstein {in  shirt- 
sleeves) talks with other visiting retailers. 
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Executive Reserve Program 
Adds Seven from Industry 


WASHINGTON, D. C. — Seven 
more leather and footwear execu- 
tives have joined the government’s 
executive reserve program, bringing 
to 33 the total number of industry 
officials who have agreed to serve in 
government positions in time of war 
or emergency. 


The total enrollment in the execu-~* 


tive reserve in all industries is 867, 
according to the Business and De- 
fense Services Administration, U. S. 
Department of Commerce. 

The seven new registrations are: 
Paul Legallet, Jr., Legallet Tanning 
Company, San Francisco; Monte E. 
Shomaker, Brown Shoe Company, 
St. Louis; John L. Jerro, Jerro 
Brothers, New York; Richard A. 
Olson, Olson Importing Company, 
Inc., New York; Philip Sobel, Form- 
fitting Slipper Corporation, New 
York; Robert Steinberg, Steinberg 
Brothers, Inc., New York, and 
Edwin A. Gallun, A. F. Gallun & 
Sons Corporation, Milwaukee. 


Borg Division Will Expand 
Production on Pile Fabries 

DELAVAN, WIS.—Borg Fabric 
division of Amphenol-Borg  Elec- 
tronics Corporation will increase 
productive capacity for its deep pile 
fabrics by about 20 per cent, the 
firm announced. Building contracts 
have been awarded for an addition 
to the division’s Jefferson, Wis., 
plant, to be completed and occupied 
by April. 

Scheduled for completion in March 
is the up-dating and automation of 
existing facilities at both the Jeffer- 
son and Delavan plants. 

The division makes special linings 
and trim for the shoe and slipper 
industry. 

The consolidation of The George 
W. Borg Corporation with Amphenol 
was recently approved by Borg stock- 
holders. No changes in management 
or operations are contemplated at 
present, a spokesman reported. 


Eamon Brennan has been named 
director of information for Leather 
Industries of America. Formerly 
engaged in public relations work, 
he has a background of newspaper 
writing on men’s fashions and also 
served as feature editor of General 
Features Corporation. 
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Innovations in Footwear Fabries Are Forecast for Fall 


NEW YORK—Fall will be a sea- 
son of “important innovations” in 
footwear fabrics, according to a 
forecast by the Shoe Fabrics Style 
Advisory Committee of the Allied 
Shoe Products Show. The style fore- 
cast was the last of a series issued 
in preparation for the showing, Feb- 
ruary 14-17 in the New York Trade 
Show Building. 

A. R. Kaplan, committee chairman 
and president of Kaplan Products 
and Textiles, Inc., said a definite 
rise in leather-fabric combinations 
is already under way—used as fox 
and tip, overlays and the like. Ris- 
ing leather prices will strongly mo- 
tivate more of fabric in com- 
bination, the report said, especially 
those fabrics lending themselves 
naturally to such a fashion mating. 

More street shoes will utilize fab- 
ric themes. A trend has developed 
toward soft, drapey fabrics, replac- 


use 


ing some napped leathers. 

Brocades will 
lines, both in silks and 
cording to price brackets. Black will 
be followed by metal grey, coppers 
and browns and tans. 

Jacquards, particularly in popular- 
price shoes, are also expected to be 
a leader for fall. Satins should ex- 
perience their biggest shoe year to 
date, the style committee said. 


be seen in most 


rayons, ac- 





Joins Comet as Partner 


Saul Gordon, who has become a partner 

in Comet Shoe Manufacturing Corpora- 

tion, Brooklyn, makers of children's and 

boys’ footwear. Formerly with Central 

Shoe Manufacturing Company, Norwich, 

Conn., he will serve at Comet as sales 
manager. 


Plain-surface fabrics such as peau 
and silk new 
interpretations such as silky serge 

will offer simple color matching 


shoes 


de soie crepes—or 


texture contrasting in 
against the over-all costume. 

The pendulum of style is chang 
materials in many 


and 


plainer 
shoes, accentuating 
ture rather than ornamentation and 
bold treatments, the committee re 
ported. However, prints are expected 


ing to 


color and tex- 


to play an appreciable role in popu- 
lar-price footwear, both on outside 
and as linings. 

A new application of fabrics that 
is expected to receive prime interest 
in leading lines of both women’s and 
men’s the 
concept. Sweaters are being heavily 
promoted in apparel for fall, with 
strong play turtle-neck styles. 
And this is reported already bearing 


shoes is sweater-collar 


on 


significant influence on sweater 


shoes, particularly in higher-priced 
lines. 

On shoes, bulky sweater knits may 
evolve into a turtle-neck collar effect, 
giving a warm feeling to casual 
The knit 
are used in combination 
leather as well as contrasting fab- 


shoes. collars on shoes 


with 


rics. 


Dyeable whites will play an im- 


portant role in fall shoes. Dyeables 
moved from slippers 


have evening 


trend swiftly 
Colored to 


-wear 


to street shoes a 


gathering momentum. 


match or contrast with street 


costumes, these shoes take on further 
fashion versatility with selection 
either 


fabrics. 


from plain or textured shoe 


According to the committee, black 


as usual will account for around 85 


cent of fabric sales, followed 
gunmetal, browns 
Black, 


will 


per 


by blues, and a 


few promot ionals. combined 


with color trim, give fabric 
shoes a tremendous variety of color- 
texture-style combinations while re- 
maining within the 
of basic black. 
Meshes with the illusion of fabric 


for 


“safe” radius 


will be seen in many shoes 


mature women. The close-knit nylon 
pronounced 


the open 


weave creates a more 
fabric look, from 
lacy look of regular mesh. 


away 





Wolverine Builds Warehouse 
In Nevada to Serve the West 

ROCKFORD, MICH. 
Shoe and Tanning Corporation is 
a 10,000-square-foot struc- 
ture at Sparks, Nev., to 
complete shipping and warehousing 
operation serving 11 western states. 
A. K. Krause, president, said com- 
pletion is slated for March 15, and 
the 
before Easter. 


Wolverine 


erecting 
house a 


warehouse will be in operation 
According to Mr. Krause, the move 


had been under study since last 


spring. The warehouse was needed, 
he said, to adequately service re- 
tailers in that area. Wolverine of- 
ficials chose the Reno-Sparks, Nev., 
area because it was centrally located 
and offered “excellent transporta- 
tion,” he added. Resident warehouse 
manager will be Lowell Gerner. 
Mr. Krause noted also that grow- 
ing “Hush 
brand of men’s casual shoes, has re- 


volume in Puppies,” a 


quired a 400 per cent increase in 


production facilities since last 


spring. 


‘‘For Niceness in Shoes’”’ 


present styled whi/fes... 


please the young, fair, and 
debonair with in-stock 
BEAU-TIES and 
BEAU-TEENS. 


NEWMARKET, 
NEW HAMPSHIRE 


PRINCESS 
with bow 


ST. LOUIS SALES OFFICE: 503 N. 12TH ST., ST. LOUIS, MO. 


2 Brushed Finishes 
Featured by Geilich 

TAUNTON, MASS.—Satin-Top, a 
two-way brushed finish on kips, and 
Silk-Top, another brushed finish on 
splits, are proving the attention- 
getters at Geilich Tanning Com- 
pany’s fall presentations, according 
to Martha Geilich, fashion director. 
These two tannages were introduced 
in a baker’s dozen of colors, many 
of which are carried through in the 
firm’s familiar tannages such as 
Cambi-Lura and Cambi-Buck. 

New in the Geilich color spectrum 
are Irish Setter, a bright brown red; 
Dior Gold; Wild Olive, a neutral 
green; Bing Cherry, a dark yet 
bright red; Offbeat, pale _ beige; 
Donkey Brown, greyed, taupy 
brown; Green Tree, medium green; 
Chili Sauce, reddish brown; French 
Noisette, neutral beige; and Pussy 
Willow, medium grey. Important 
among repeat colors are Diablo 
Red, B & B and Vicuna. 

Cambi-Crackle, a full-grain on 
kips and extreme sides with an 
aniline finish, is one of two new 
grains in the line. The _ other, 
Amano, has a small fine grain in 
the leather rather than on it. 

Stressed for men’s footwear is 
Waxide, an aniline finish on an oily 
piece of leather. Designated for mocs 
and handsewn shoes, it is offered 
in one color only, Burnt Sugar, a 
medium true brown. Black Angus, 
a sueded kip or extreme previously 
confined to women’s footwear, is now 
offered for men too. 

Familiar perfed 
and clover, have been applied to 
patent leather in unlined weights 
and were suggested by Mrs. Geilich 
for juvenile styles. 


patterns, daisy 


Cuban-Made Shoes Imported 


NEW YORK—House of Savoy is 
a new enterprise in importing shoes, 
this time from Cuba. Made in a mod- 
ern factory on American lasts, the 
shees will retail here for $14.95— 
except for alligator styles, which 
range from $16.95 to $48. All the 
shoes are high-heeled and are said to 
be comparable with well-styled, well- 
made women’s style shoes manufac- 
tured in this country. 

Robert Seltzer, president of the 
company, will maintain an office and 
showroom at 153 Duane St. here. 
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Hubschman Offers Pale and Dark Leathers in Neutrals 


PHILADELPHIA — E. Hubsch- 
man & Sons, Inc., features both pale 
and dark leathers in the neutrals de- 
signed to point up the bright colors 
in fall ready-to-wear. 

The new leather colors for next 
winter are softer and more feminine, 
according to Jean Olds, the firm’s 
fashion director. The neutrals in- 
clude: White Tiger, a taupey gray; 
New Mink, a putty beige, recom- 
mended in combination with White 
Tiger; Graphite, attractive detailed 
with white luster; Banker’s Gray 
with a slightly blue cast; Molasses, 
the darkest of the browns, good le- 
tailed with Winter Beige and off- 
white; Flight Blue, smart detailed 
with green touch. 

In new Hubschman em- 
phasizes vintage shades: Deep Am- 
ber, a neutral that goes with many 
ready-to-wear Pottery, a 
pinky soft tan, good with the soft- 
ened greens and grayed blues in ap- 
parel, perhaps trimmed in luster; 
Tortoise, the Coffee Bean of last 
spring, expected to be the volume 
fashion brown, perfect with apparel 
fabric 


colors, 


colors; 


colors; Cinnabar, really an 


orange tone; Falling Leaf, the for- 
mer Black Birch, a browned gray 
and important with furs. 

Discussing individual color fam- 
ilies, Miss Olds listed first repeated 
and basic browns: Tabac, the most 
golden; Turftan; Walnut; 
wood and Town Brown. 
ors have a new look because they are 
detailed in new ways; for instance, 
a brassy touch on Walnut and con- 
trasting live colors with Turftan. 

In the red family, Hubschman fea- 
tures four shades: Red Rose, looking 
very new when trimmed with bright 
green; Basque and Cherry, two long- 
standing favorites, and Beetroot for 
wear with the winey tones, purples 
and grayed blues in clothes. Beet- 
root is viewed as very important for 
the coming fall and winter. 

In the green family, Tartan, a 
middle green, is recommended for 
wear with plaids and various colors 
in clothes. It is regarded as a 
“chameleon” looking lighter 
and yellower or darker and bluer ac- 
cording to the colors it is worn with. 
It is a volume green. 

Two blues are new and important: 


Briar- 


These col- 


color, 


Carbon Paper, a grayed blue, beau- 
tiful with grayed blue and wines in 
apparel, and Dynasty, a “real’’ blue 

—not green, not purple and not gray, 
according to Miss Olds. 

Black, she notes, has always ac- 
counted for 75 per cent of total sales 
better than ever 
toplines 


and it should be 
with new lasts, new 
new designs. Black Glass, 
Matte, Dimension, a_ black 
grain, and regular black calf are the 
leathers in black. 

The plate grain will be made on 
Lusters will 


and 
Black 
plated 


all colors upon request. 
be made in White Tiger, Beetroot, 
Deep Amber, Banker’s 
Gray and Falling Leaf. Eleven col- 
ors are being used in the unlined 
weight: black, Flight Blue, Atlantic 
Blue, Cherry and Basque reds, Red 
Fruitwood, 


Dynasty, 


Rose, Briarwood, Bene- 
dictine, Town Brown and Cognac. 
The Hubschman firm recently be- 


came a division of Gera Corporation. 


Dressings Added in 2 Colors 
MILWAUKEE Vanilla Ice and 
Flight Blue shades have been added 
to the shoe dressing line made by the 
Harri Hoffmann Company, Inc., here. 


SHOE AND BRACE COMBINATION 


The Convertible shoe features a built-in serrated 
disc, that attaches direct to the brace . . . allows 
more accurate settings. The Roto-Lok insert is lo- 
cated in the proper spot, eliminates guess work. 
No rough edges to tear bed clothes. Simple to 
apply. Saves a pair of shoes, can be worn night 
and day. 


ROTO-LOK 
€ INSERT 


A knurled nut screws into 
the insert in sole of shoe 
holding the brace firmly in 
the position the doctor 


desires. 


BAR INTERCHANGEABLE 

WITH FILLAUER CLAMP 
PROTRACTOR TYPE OR RIVET-ON BRACE 
EMBOSSED ON 


SOLE OF SHOE MANUFACTURED EXCLUSIVELY BY 


R. J. POTVIN SHOE CO., BROCKTON, MASS. 
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New York, 2 Jacob St.; Chicago, 426 Randolph St. 


SCOTT'S 


Keep Sales 


A-POPPIN 


Taking our cue from the immediate suc- 
cess of the Cadence Step Insole, this new 
item is patterned along the same lines 
with one exception—it is designed for those 
who require more ARCH SUPPORT than is 
possible through the use of foam rubber. 
Here our finest grade of orthopedic sponge 
rubber has been used to provide firm, 
flange-type support for the longitudinal 
arch and needed support beneath the 
metatarsal arch of the foot. Then, to in- 
sure maximum walking comfort, a full '/-in. 
sponge rubber bottom is applied to the 
underneath side of the Insole. Beautiful, 
long-wearing Calfskin Leather Toppings. 


Each pair packed in attractive 
Polyethelene wrap. 


Men's Sizes 6-13 — Ladies’ Sizes 4-10 
STOCK NO. 805 
$16.20 Dozen Pairs $184.70 Gr. Pairs 


SCOTT 


elem Vad Sry, [ei oten 
1701 WEBSTER ST.-OMAHA, NEBR. 


Fall Footwear Outlook from Allied Kid: ‘Still Colorful’ 


ST. LOUIS —In a concise bill- 
board presentation to manufacturers 
of the St. Louis shoe industry, 
Helene O’Hara, director of Allied 
Kid Company’s fashion bureau, out- 
lined a “still colorful” era for all 
facets of the industry for fall ’59. 

Colors for women’s fashions, she 
pointed out in her mid-January fore- 
cast, will take two directions: those 
with a quiet “nature quality” (much 
green and much brown) and more 
glowing shades such as those sug- 
gested by stained glass windows 
(thus much red, purple and purple 
blue). 

Hand-picking but a few of Allied’s 
shoe colors for fashion volume, Miss 
O’Hara cited Cinder, a deep grey as 
an accompaniment to all grey clothes 
and black mixtures; Caramel, a true 
caramel tone for wear with camel- 
vicuna tones; Pheasant Brown, a 
reddish dark brown; Winesap, a 
blue-red for accent shoes, and 
Hedgerow, a greyed green. 

Basic volume, she stated, will re- 
main in black, flight blue (reported 
on upswing), Premiere Brown, Grey 


Seal, scarlet red and Vicuna. 

Termed “Limited Editions” and 
suggested only for high fashion pro- 
motions are Twilight, a very dark 
grey; Afterglow, a_ rosy beige; 
Thyme, a pale greyed green, and 
Blue Smoke, a purplish blue. 


’ 


Utilizing pullovers designed for 
the bureau’s use by free-lance shoe 
designers, Miss O’Hara_ outlined 
these style trends as “ones to watch” 
for the next women’s shoe season: 

“Top lines are wp, yes, but 
high fronts are slight ... have func- 
tional, decorative closures ... elas- 
ticizing that purposely shirts via 
narrow strips and fake leather 
buckles ... have d’Orsay sides 
have dipping backlines.” 

Boots, the director pointed out, 
will go tailored and practical for 
chores in all weather; they also will 
go dressy for town and even opera. 
Spats will return to favor too— 
traditional and lowered 
with buttons of jet or metallic. 


versions 


Touching on lasts, a subject much 
under discussion by all shoe people, 
Miss O’Hara predicted that toes will 
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YOUNG BENDERS 


FOR BOYS—BIG BOYS—YOUNG MEN! 


Style 390 
Black Seamless Plain Toe, Ripple Sole 
B 


® 


cD $5.35 
BCD 6.35 


YOUR NAME 
PRINTED WITHOUT 
CHARGE 
3 DOZ. PR. 

OR MORE 








WRITE FOR 
OUR COMPLETE 
CATALOG 





Cash in on the virile group that makes real 
profits for you. YOUNG BENDERS are quality 
Goodyear welts that fit the bill for boys—big 
boys—and young men. Styled right, priced 
right, fit right. 


Write for new catalog of IN STOCK styles. 


made anda sold by 


BENDER SHOE CO. 


Somerset, Pa. 
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be gently rounded in new versions. the matte look of darker iridescents. Bowling Shoe Line Increased 


These will join the established 
pointed versions for more variety in 
silhouette. 

Vamps, she said, will be fore- 
shortened by jewel treatments, fake 
inset ghillie lacings, piping that con- 
trasts, non-functional wide straps, 
buckles, and stitching and metallic 
embroidery up the ridge of the 
gazelle last. 

Heels which have more area fit- 
ting to tke shoe were illustrated. 
This means that conservative shoes 
can now afford slimmer heels and in 
fashion shoes heels will be broad- 
ened but still shapely. 

Men’s footwear fashions will be 
strongly influenced by the Conti- 
nental silhouette in ready-to-wear, 
according to a special bureau report. 
Its dimensions are a moderately 
squared shoulder effect; an em- 
phasis on the front waist with body 
shaping in slightly fitted side seams; 
semi-peak lapel; a shorter look from 
and trouser cuffs 
11% inches. Fore- 
cast color styling underscores muted 
versions of high fashion shades and 


collar to seat, 


narrowed to about 





Leading Tannages for Fall 


Listed by Gallun & Sons 


MILWAUKEE—A. F. Gallun & 
Sons Corporation is presenting these 
fall leathers as important: Honey- 
comb, a very fine grain, carried-over 
and the most popular; Echo calf, of- 
ficially new although introduced 
after the last leather show, and 
Cashua, a_ straight new 
tannage which will probably be used 
in the shoe as it is, without finish. 
neutral color in 
Honeycomb called Sassafras because 
of its greeny tone. Other colors in 
Honeycomb are cordovan, taken from 
a man’s black ; 
navy; Briarwood; a new dark gray; 
and a new warm medium brown. 
calf 


Purple 


aniline, a 


There is a new 


shoe; Basque red; 


colors are a 
Mist; Accent 
blue nor yellow in 


In Echo new 


Punch red; 
green, neither 
cast, and Ocean blue. Brown Brown 
is carried from last fall and 
will be very good volume, according 
to Emily Bryant, company fashion 
authority. Echo will also be made in 


over 


black and Bone, the latter to be used 
chiefly as trim for fall. 

All also be 
used in the 
straight aniline, will be made in the 
three basics, black, blue and brown. 


these new colors will 


smooth calf. Cashua, 
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Appropriate footwear for town, as 
suggested in pullovers shown, is 
lightweight and elegantly detailed. 
Ties and slip-ons, styled on square 
and tapered delicately 
treated with perfs and light stitch- 
ing. Black kid was suggested. 

For casual and campus wear, black 
kid and black tex-kid vied with col- 
orful shags and Squash buck, the 


lasts, are 


latter a yellowish neutral offered as 
a replacement for dirty buck. Top 
shag colors are Corvan, a dark red, 


and Charcoal green. 


Style G3487 — in 
Black. Center seam 
biucher. (Other 


styles available.) 
Wh. 


Li 


SHOES (Of OR MEN 


ls 
VY INTRODUCES 


BOSTON—Berned Shoe Company 
of Boston has added boys’ and girls’ 
bowling shoes to its Sport King line. 
They will be distributed by the com- 
pany’s athletic shoe division, whose 
line now includes bowling shoes for 
the family; ice skates for men, wo- 
men, boys and girls in both figure 
hockey Little 
baseball rubber-cleated 


styles; League 


with 


and 
shoes 
soles; and regulation baseball shoes 
full 


leather, steel-spiked soles. The com- 


in men’s and boys’ sizes, with 


plete line is carried in-stock. 
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"“Cockleburr’’ 


CLOSURE BY VELCRO 


Here is a revolutionary, highly promotable idea that will give you immediate profits for spring 


. . . the Douglas ‘‘Cockleburr’’! 


your customer’s interest and acceptance will be fantastic. 
no springs to pop . 
completely adjustable, easily cleaned and will last for the life of the shoe 
television, and newspapers are publicizing this new closure by Velcro 

But Douglas offers you the chance to be first in 


no zippers to snap... 


types of wearing apparel are promoting it. 


your area to profit by selling the ‘‘Cockleburr’’ 


personal call from our salesman. 


A shoe closure that’s so quick, easy and convenient to use, 


There are no laces to break 


. . A new shoe closure that closes securely, is 


National magazines 
Manufacturers of all 


Write for the complete story or to request a 





2 Color Families Offered by Eisendrath for Fall-Winter 


Two diversified 
for 


line of 


tACINE, WIS. 
color families attention in 
the fall-winter the B. D. 
Eisendrath Tanning Company, here. 
Following color trends in ready-to- 
wear fabrics, these families are (1) 


vie 


the clear, vibrant tones such as are 
found in stained-glass windows, and 
(2) the muted but clear shades of 
antique tapestries. 

The clear, bright tones emphasized 
in mohair and jersey fabrics so im- 
fall collections 


portant in apparel 


EVERY 
FAMILY 
—) LO) a he). 1 


demand the continuance of colored 
footwear, points out Ruth Kerr 
Fries, fashion consultant for Eisen- 
drath. Equally important, she says, 
is the fact that women have just be- 
come accustomed to 
why swing away from it now? 
Eisendrath’s series of brights in- 
cludes five new colors in the waxy 
Firenze finish: Kingfisher Blue, Gilt 
Edge (a_ greenish gold), Viola 
(bright violet), Venetian Green and 
Solata (an intense tile tone). Repeat 


color . .. so 


Ay\ Aewre a Cc 


THE KEY TO FOOT-BALANCE '! 


IN STOCK 
No. 665 Brown 
No. 655 Black 


meets the man with “foot 


trouble” or a “hard-to-fit” story. Don’t shy : 
Properly fitted with Alden- 
Pedic shoes he'll become one of your best re- 


away from him. 


peat customers and he’ll tell his friends. 


Learn 


about our Foot-Balance® program today. 


Cc. H. ALDEN SHOE COMPANY 


Custom Roctusilhons Cows 18 84 


BROCKTON, MASSACHUSETTS 
iiislieclitatcreeneneeateneeeeemneeeentaeemmememartinas eee 


colors fitting in this category are 
Cardinal Red and Adriatic Blue. 

The muted tapestry color series 
emphasizes the gold, brown red and 
faded terra cotta shades that prevail 
in tweeds, woolens and printed fab- 
rics. Compatible leather colors are 
divided between the paler tones for 
transition footwear, the darker ones 
for later selling styles. 

For transition, Mrs. Fries 
lighted Mushroom, a medium muted 
rrey; Sandpiper, a pale muted grey; 
Quince, a spicy beige, and Bruno 
and Sauterne, repeat colors. These 
neutrals, along with later-selling 
Ferro (dark grey), Antiquo (greyed 
green), Bronzo (olive green) and 
cigaro (tobacco tone), are all in the 


spot- 


Firenze series. 
News in the 
smooth - finished 


line of 
calfskin includes 
Black Steel, a grey that’s almost 
black; Terra Rosa, a muted terra 
cotta shade; Cigarillo, a golden to- 
bacco tan; Triton, muted green; 
Cinnabar, a brown red; Calabash, 
a dark brown red that 
color; Expresso, dark brown; and 


Venice 


is a revived 
for special news, a rose red as yet 
unnamed. Repeats in the Venice line 
Sandalwood, Balenciaga, Trish 
Mist and Black Watch Green. 

An important addition to the 
Chinchillan series of grained leather 
is Clinging Vein, a greyed green, 
which is offered along with darker 
Lombardy green. 


are 


In introducing the Eisendrath col- 
lection at St. Louis in mid-January, 
Mrs. Fries predicted a big fall sea- 
son for walking shoes. These, she 
said, should be designed with lower, 
thicker heels. and tailored 
shoes with tongued and ghillie-tie 
effects also will be important. 


Boots 


Irving’s Huvos Gets Award 

BOSTON—Emery I. 
president in charge of raw material 
procurement for the Irving Tanning 
an 


Huvos, vice- 


presented 
New England 


has been 


merit by 


Company, 
award of 
Livestock, Inc. 
efforts to bring about greater co- 
operation among cattlemen, packers, 
tanners and leather dealers and his 
work for the improvement of hide 
For the last 12 years Mr. 
the 
Tanners’ 


He was cited for his 


quality. 
Huvos has been a member of 
Hide Committee of the 
Council of America, and he is cur- 
rently chairman. 
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Loewenstein Sees ‘Quiet’ Colors as Trend for Autumn 


NEW YORK—“Quiet” colors are 
reported as the new trend for fall 
1959 by Fashion Director Rosalind 
Allen of Hermann Loewenstein, Ine. 

Many of the new colors in this 
line can be used as new neutrals— 
neutrals that are clear and fresh, 
not lacking in a real color tone but 
quiet. 

In discussing the importance of 
the yarn-dyed gray suit for fall, 
Miss Allen noted the need to educate 
women to wear gray shoes, any pale 
tone or deep rich colors with their 
gray suits. 

There are two kinds of beiges for 
fall and Loewenstein leathers include 
both: the gray-influenced beiges, 
some of them near-taupes, and the 
beiges with a suggestion of green. 
In the first beige group, Gabardine 
in aniline and Gamuza the 
taupe influence. ‘Champagne’ in 
luster carries the color into evening. 

For the “biggest promotional col- 
or family,” Amethyst-to-Purple-to- 
Plum, there are Amethyst, the pale 
shade, and Aubergine, the deep ver- 
For sports and medium heel 


shows 


sion. 


shoes, there is Currant, a new red 
with a touch of brown in it, very 
new looking. The new blued red is 
Poinsettia, for the woman who al- 
ways wants a pair of bright 
shoes. 

Gold influences the the 
browns and the pumpkin shades. For 


red 
greens, 


wear with the many green clothes 
that will be sold next fall, there are 
the green leathers 
gold: the new Lichen in aniline and 
Basil in Kidka, a pale shoe in the 
True dark green will 
high-fashion 


influenced — by 


green beige. 
begin to appear at 
levels. 

Gold is also influencing the brown 
In the Loewenstein fall line 
Cob- 
fashion 


family. 
there are pale Polished Pine; 
Tan, becoming a 
classic; the new Roasted Chestnut, 
with a gold tinge instead of the red 
Brown. In 


bler’s 


in last year’s Midnight 
aniline there is the new Acorn, simi- 
lar to the Acorn in matte and a mix- 
ture of gold, green and brown. 
Continuing for fall sportswear and 
back-to-school is the orange or pump- 





It’s the COMFORT that 





BOULEVARD 


IN STOCK 
Write for 
Catalog 
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WILBUR COON SHOES Batavia, N.Y. 


kin family, and Briarwood is sug- 
gested as the perfect color for shoes 
For 


recom 


on stacked and medium heels. 


promotion Rusticana is 
mended. 
With a 


Lighter navy blues, often 
teal but still definite 
included for fall in the 
Blue and Nautilus, 


cast 
blues, are 
aniline Channel 
in both Kidka and aniline. 

Coordination of aniline, 
Lustre either 
Gamuza will be 
Loewenstein 


Kidka or 
with Kafalope or 
very important. 
the look of 


regular suedes. A complete coordina 


notes new 
tion job has been done on Gamuza 
in deep rich tones and some neutrals 
This 


especially 


and on Kafalope. last-named 


is considered important 
this 
like and fine fashion trend. 
Suggested color coordinations with 
the 
with 


for season with its new lady 


clothes are new pale Amethyst 


for wear green and brown 
all the purple and wine and 
with taupes 
and the Pumpkin Rusticana 


neutrals to 


tweeds; 


brown leathers and 
grays; 
and Briarwood as wear 
with 


recommended as one of the prettiest 


teal or gray. Wedgewood is 
accessory colors ever, especially for 


wear with grays and browns. 


"at Are the 


If You're Looking For 
Shoes With 
Terrific Turnover and 
Tots-to-Teens Appeal 


Your 
Cost 


Sizes 12, 





That Sell For Less And 
Give You More Mark-Up, 
Judy 'n’ Jerry 
Is The Line For You 


DRESSY PARTY SHOES 


Expensive-Look Bow 


*3 


For Sizes 8! 
to 4 
Black Patent or Vanilla Ice 


to 12 
$3.25 


For Catalog or Salesman’s Call, Write: 


SHERMAN BROS. SHOE MFG. CORP. 


230 Jackson Street, Lowell, Massachusetts 









Amalgamated Shows 


New Kidskin Tannage Witehazel. 
Vying for 


and Gabardine; 
Irish Mist; and 


a deep brandy tone, of color interest is Theodora, a 
deeper brown, French beige that also is being em- 


phasized in the firm’s other finishes. 


attention with the Also new with the company is 


ST. LOUIS—\ idagascar, a new muted foliage tones are the brights, Byzantine kid, a new luster finish 
kidskin tannage by Amalgamated described by Mrs. Fries as Oriental with double-hued iridescence; a line 


Leather Companies, is drawing an tones with a 


(deep greens) novelty Jungle patterns 


intensity. These of two-way brushed skins called 
enthusiastic response from shoe man- jnclude Wild Violet 
ufacturers, reported Ruth K. Fries, Atlantus and Goya 


Rosy Future, Cashmere suede; and a series of 
leopard, 





fashion director. Showing the firm’s and Celestial Blue (teal). These are zebra and_ herringbone prints on 
line in St. Louis, Mrs. Fries de- offered in Ruffini as well as Hi-Fi suede. 


scribed the new leather as being gmooth kid. 
made by a_ special process that 
shrinks it under controlled heat. 
Specially dressed, the kidskin is  gteel. 
tanned for full softness and has a 
mar-free finish. Two patterns have 
been developed, one with a tortoise 


appearance, the other resembling Kipskin Tannage in 30 Colors 
cobwebs. ST. LOUIS 


Newsworthy 


Fleming-Joffe Introduces 





Aniline Dream, a phasized.. 


Continuing are Sweet Kid, in an 


among the velvet expanded color range; the Cuoio 
suedes are black Top Hat and Blue Vecchio series of full-grained Ital- 


ian-type leather with a waxy finish; 
and crushed luster for elegant dress 
shoes. 

Throughout Fleming-Joffe’s collec- 
tion, the pale look is strongly em- 
. in such tones as mauve, 


For a special winter-white pro- new kipskin tannage with a trans- grey, beige, green, bronze and 


motion, Amalgamated is featuring parent ‘French 


was intro- amber. In a more limited way, the 


¢ : $ ‘ar ] € AS 4 » > ys) j 4 ic ¢ ‘le i we . . 
Madagascar in an Ash Blonde tone, duced in St. Louis at Fleming-Joffe’s richer shades of plum, ruby and 


for combination with smooth Buck- 


fall-winter presentation for St. purple are seen, but these, too, have 


wheat kidskin. Louis shoe manufacturers in mid- ag soft, muted quality. 


Also in a neutral category are a January. 
group of foliage colors—particularly According 


emphasized in the Ruffini finish, a style coordinator 
two-way suede. These include two firm, the revolutionary 


Aniline and luster finishes for 


Arthur Edelman, reptiles also were featured at the 
* the New York presentation. In alligator lizard and 


new finish is cobra, 12 colors have been added to 


golds, deeper Buccaneer and Golden being offered in about 30 colors, in’ the firm’s spectrum, while in alliga- 
Fleece; three offbeats influenced by both lined and unlined weights with tor five neutrals are new. The luster 


green, namely Dillseed, Ariel (olive 


natural backing. 


In the foreground finish is stressed for Calcutta lizard. 





One of America’s Finest Resources for 


* SAMPLES 
* JOB LOTS 
* CANCELLATIONS 


Branded Shoes- first quality 
from outstanding makers. 


IDEAL FOR 
Cancellation Stores 
Drive Ins 

agen Saves 










79-81 READE STREET , NEW YORK 7, N Y 
Cable Address ALBARISHOE + Phone WOrth 2-5180 








@ Fast IN-STOCK service 
west SHOe on sizes 1-7, A, B, C, 
on - 
= a D & E widths 
9, @ Genuine GOODYEAR 
WELT construction— 
o to retail $5.95-$6.95, 
© _ most styles 
o @ All shoes manufac: 


tured in our own 
° modern plant 


WRITE FOR 
FREE CATALOG 
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THE WILLIAM BROOKS SHOE CO. 


NELSONVILLE, OHIO 




















To All Shoe Travelers 


“Salesmen on the Road,” a page for and about the travel- 
ing man, is fast becoming one of the most popular features 
in every issue of the Recorper. It contains news and side- 
lights about travelers’ organizations as well as the individual 
salesman and his accomplishments, on and off the road. 


It’s the traveling man’s own page, and the Recorper de- 
pends on the traveler to keep up a steady flow of news. If 
you have a news item, write to: 


MRS. BERNICE S. DECKER 
SALESMEN ON THE ROAD DEPT. 
BOOT AND SHOE RECORDER 

228 GREENWOOD BLVD. 
EVANSTON, ILLINOIS 
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Sterling’s ‘Halo’ Last: Oval, 
Elongated Toe with Flat Top 

ST. LOUIS—AIl the glamour sy- 
nonymous with a theatrical opening 
was in evidence when the Sterling 
Last Corporation premiered its new 
look in lasts—the Halo—at its St. 
Louis plant. The preview at- 
tended by Sterling executives from 
Long Island as well as members of 
the St. Louis shoe industry. 

With golden halos hanging from 
the ceiling and angels bearing gar- 
lands of flowers, the mood for the 
Halo look was The look itself 
Was seen in an exhibit of lasts which 
had as their common denominator 
a slightly ovaled, elongated toe and 
a profile exemplified by an exceed- 
ingly flattened top. 


Was 


set. 


“The Halo, as seen in its various 
forms, portrays a lighter silhouette 
that is designed to accentuate femi- 
nine elegance,” Miss Wynne 
Stone, newly named fashion coordi- 
nator for Sterling. 


said 


Scaled for flats as well as the high- 
est of heels, the lasts 
slightly walled—not only for appear- 
ance, but for the technical need to 


new are 


by BERNED 


Made to specifications of 
official drill teams and 
bands. Top quality — 
made on boot lasts. 


5ili—Sizes 5!/-8...$3.90 
5121—Sizes 8!/2-12. .$4.10 
5122—Sizes 12!/2-3. .$4.35 
5323 (stitch down) Sizes 

4- $4.80 
5323 saad ithe Sizes 


BERNED SHOE COMPANY 


207 Essex Street, Boston II, 
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Massachusetts 


give room for toes. They also have 
thinner back parts—for the better 
application of softer counters. 
According to Miss Stone, the flat- 
tened oval look of the Halo will have 
mass appeal. It is even expected to 
win acceptance by women who have 
shown resentment to pointed toes. 


Five New Fashion Colors 
In Ohio Leather’s Fall Line 
GIRARD, O.—New colors for fall 
1959 at the Ohio Leather Company, 
presented by Naomi Sloan, fashion 
comprise new fashion 
carry-overs. In the 
new colors there are Olivet, a golden 
greeny brown; Graham, a burnished 
brown with a_ golden for 
tailored shoes; Greengage, silvered 
but definitely green and slated for 
important promotion; Deep Purple, 
which is a red purple and also a 
promotional color, and Chinchilla, a 
cold gray. 
Carried-over 
pose Town 


director, five 


shades and nine 


tone 


all-pur- 
Brown; Briarwood for 
tailored types; Mustard Seed for all- 
and to trim Olivet 
Green Quartz, more lim- 


colors are: 


over shoes and 


Greengage; 





Steady seller: 


ever wider 
and patter 


young mothers 
up—never 


PLATTOE LAST 
4028—The JENA Tie 
14/8 Wood Kantscuff Heel 


Liberal 


or. No Service 
Charge for 
Small Orders 
Extra Colored 


y Tassels, 25¢ pr. 


market aS new y 


al t ung 
ppeal to young 


mark 


Cherry Red, 
Graphite; 
polished black and 


ited than Greengage; 
selling as a fashion red; 
Indigo; Flight; 
black matte, more limited than pol- 
black. 


ished 


New Aniline Finish Shown 
By G. Levor & Company 

GLOVERSVILLE, N. Y.—A 
aniline finish, Cosmic Kid, is 
shown in plain and pearlized finishes 
& Company, Inc., tan- 
firm, as a feature of its fall 
It is being introduced in black, 
indigo 


new 
being 
by G. Levor 
ning 
line, 
walnut, Tartan Green, scarlet, 
and Town Brown. 

Included in the 
kid, Cabretta 
boarded 


line are 
and calf. In 
calf, the 
pany is offering these colors 
Chutney, Aluminum 
indigo, Briarwood, 


Levor 
white 

com- 
black, 
scarlet, 
Brown, 


smooth and 
Gray, 
Golden 
Town Brown, Tartan Green and 
Bone. 
Tan-Art 
division, is exhibiting suede 
black, Wild Violet, 
Aluminum Gray, 
scarlet, 


Levor 
kid in 


Company, Inc., a 


indigo, 
gentian, 
Tartan 


white, 
Corsican, 
Coppagold, jute, 


Green and Town Brown. 


AMERICAS 


most attractive 


COMFORT SHOES 


WY Fact 


repeaters. And an 


outhful st 


positive 
married 


a markdown! 


Nougat nylon lace vamp 

Nougat kid tip, quarter, 
facing 

_ Beige tip and face 

} Six-eyelet tie 
Long inside counter 


tongue and 


nlays 
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MILLER SHOE COMPANY, INC. 


"Our 38th Year" 


CINCINNATI 23, OHIO 
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Personnel 











VINCENT J. WINKOPP 
Elected at Danvers 


HAROLD H. DUNHAM 
Retires at Dunham 


Elected... 


Vincent J. Winkopp, as vice-pres- 
ident of the Danvers Shoe Company, 
Manchester, N. H., manufacturer. 
For 18 months he had been national 
sales manager. He continues to have 
for national 
and will also take charge of adver- 


responsibility sales 
tising and promotion. 

John E. Powers and Arthur H. 
Rude, as directors of the General 
Tire and Rubber Company, filling 
out unexpired terms. Mr. Powers is 
vice-president in charge of plastics 
operations, and Mr. 
tive vice-president of the Aerojet- 


tude is execu- 
General Corporation, a subsidiary. 


Promoted... 

Wayne A. Hagedorn, to district 
sules manager at Chicago for 
United States Rubber Company’s 
footwear and general products di- 
Donald E. Landgren suc- 
ceeds him as district sales manager 
of the Omaha branch. Formerly Mr. 
Landgren district 
sales manager in Chicago. 

Charles S. Sargent, Jr., to execu- 
tive vice-president of William Iselin 
& Company, Inc., New York factor- 
firm. Mr. Sargent, a director 
of the company, will 


vision. 


was” assistant 


ing 


continue to 





RAY H. TATGE 
Represents Peters 


GEORGE F. SMITH 
Also with Peters 
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DAVID B. MELVILLE 
Named Director 


D. K. HETHERINGTON 
To Puerto Rico 


the 
pany’s new business and client re- 
lations departments. 


supervise operation of com- 


Retiring... 


Harold H. Dunham, from Dun- 
ham Brothers Company, Brattle- 
boro, Vt., where he was office man- 
ager and, in point of service (since 
1916), one of the firm’s oldest em- 
Before being transferred 
to headquarters, he sold shoes on 


ployees. 
the road. 


Transferred... 


Bill Soukup, from the Risque di- 
vision of Brown Shoe Company, St. 
Louis, to the Capitol division, and 
Al Clooney, from the company’s 
Naturalizer division to the Risque 
division. Both are stylists. 

J. M. Lane, from a post as sales 
representative of A. C. Lawrence 
Leather Company in the Pennsyl- 
vania territory, to Boston, where he 
will act as assistant to John G. 
\ ergobbe. 

Donald K. Hetherington, from In- 
ternational Shoe Company’s recent- 
lv closed plant at Chester, III, 
where he assistant superin- 
tendent, to the Caribe Shoe Corpo- 
ration plant at Manati, Puerto Rico, 


was 





ARTHUR SHETRON 
With Kickerinos 


SAM J. STONE 
Selling for Frye 


i | ne 


. 
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ROBERT P. WOOD 
Named by Pennant 


F. C. ROONEY, JR. 
Also a Director 
where he will be superintendent. 
He succeeds Carl Speier, who re- 
signed. The island plant is owned 
and operated by International. 
Alva E. Snell, from a position as 
manager of International 
Shoe Company’s Washington, Mo., 
plant to Caribe Shoe Corporation in 
the same capacity. 


office 


Appointed... 


David B. Melville and Francis C. 
Rooney, Jr., as members of the 
board of directors of Melville Shoe 
Corporation, New York. They fill 
the unexpired terms of the late J. 
Franklin McElwain and the late 
Francis P. Murphy. Mr. Melville is 
secretary of the company and Mr. 
Rooney is vice-president in charge 
of men’s and boys’ footwear mer- 
chandising. 

Edward Solow, as manager of 
General Shoe Corporation’s Pitts- 
burgh sales office, replacing Jack 
Edens, who returns to the Nash- 
ville, Tenn., headquarters as mer- 
chandise manager of the W. L. 
Douglas Shoe Company, a division 
of General. 

Rudolph A. Violette, as a member 
of the factory executive staff of 
Adams Brothers, Pittsfield, N. H. 





CHESTER THOMPSON 
Joins Angier 


ROBERT G. CARSON 
Named by Bates 
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Formerly he was with the Strath- 
more Shoe Company, Brockton, 
Mass. He is New England regional 
director of the New England Shoe 
Foremen and Superintendents As- 
sociation, and a director of the as- 
sociation. 

George E. Gegner, as a salesman 
for Town & Country Shoes, Inc., St. 
Louis, covering Alabama, Louisi- 
ana and Mississippi. He was as- 
sociated most recently with Manne- 
quin Shoes. 

Robert P. Wood, as representa- 
tive for Pennant Shoe Company, a 
division of International Shoe Com- 
pany, St. Louis, covering Georgia, 
Florida, Alabama, Tennessee, North 
and South Carolina and Virginia, 
with his headquarters at Atlanta. 
He replaces Richard Steele, who re- 
signed. 

Bernard J. Luksic, as sales repre- 
sentative in the New England and 
Eastern Seaboard territories for 
Pennant Shoe Company, division of 
International Shoe. He will cover 
nine states for the make-up line of 
women’s dress cements, with New 
York as his headquarters. He suc- 
ceeds Arthur C. Yukon, who has re- 
tired. 

Ray H. Tatge, as sales represen- 
tative for Peters division of Inter- 
national Shoe Company, St. Louis, 
carrying men’s, women’s and chil- 
dren’s shoes in no: hern Minnesota. 
He replaces Tom Eckel, who was 
named to the Louisiana territory. 

George F. Smith, as men’s and 
boys’ representative for 
Peters division of International 
Shoe, covering western Mississippi. 
He succeeds Mills Wicker, who re- 
signed. 

Morris Ashapa, to a position in 
the Sentinel division of Interna- 
tional Shoe Company, St. Louis, 
where he will spend several weeks 
building a new line. Later he will 
make New York his headquarters. 
He is a former partner and officer 
of Ruth Shoe Company. 

Arthur Shetron, as _ field 
manager, a new post for the Kick- 
erinos division of the Hampton 
Corporation, Milwaukee, with re- 
sponsibility for sales and promo- 
tional activities conducted directly 
with retailers throughout the U. S. 
handling the company’s 
shoes and shoe-boots. 

Sam J. Stone, as sales representa- 
tive for the John A. Frye Shoe Com- 


sales 


sales 


casual 
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Where to Buy 








BOX HANDLERS 


MERCHANTS’ NEEDS 





LONG ARM* 
The efficient box handter 
QUICKER, EASIER, SAFER 


/REACH 


| high shelves 


| EASILY 


and you get the shoes 
quicker and_ easier 
than by any other 
method—that, | guar- 
antee. Long Arms with 





72"' handles, $4.50 
Postpaid in USA. To save salesmen's time always 
have one convenient. Specify handle length and 
if for men's or women's boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Road Stamford, Conn 








pany, Marlboro, Mass., covering 


Wyoming, Utah, Colorado, Ne- 
braska, Kansas and North and 
South Dakota. He replaces Dick 


Merrick, who is retiring from the 
road to devote his time to retail in- 
terests in the Midwest. Mr. Stone 
last year was first vice-president of 
Mountain States Shoe 
Association. 

Robert G. Carson, as a member of 
the sales staff of Bates Shoe Com- 
pany, Webster, Mass., covering the 
Michigan-northern Indiana _ terri- 
tory with the company’s entire line. 
Formerly he was assistant manager 
of the Damschroder-Berry store in 
Toledo, O. 

Louis Chedekel, as a sales repre- 
sentative for the Well-Bilt Shoe 
Company, Milford, Mass., covering 
Massachusetts and Rhode 
with the company’s in-stock line for 
men, youths and boys. 

Malcolm S. Jones, as comptroller 
for Dunham Brothers Company, 
Brattleboro, Vt., and Walter O. 
Druhl as accountant. 

Joe Rathy, as superintendent of 
the Madison, III., plant of Samuels 
Shoe Company, St. Louis, replacing 
Henry Ruebel, who is retiring after 
20 years as foreman and superin- 


Travelers’ 


Island 


tendent. 

Chester F. Glidden, as assistant 
superintendent of the Maybury 
Shoe Company, Rochester, N. H. 

Al Meier and Peter Fons, as sales 
representatives in the greater St. 
Louis area for General Split Corpo- 
ration, Milwaukee. They 
Engle and Company as representa- 
tives, as a result of the departure of 
Wills Engle to become president of 


succeed 


way... 4 fg 





FOOTSAVING 
EDUCATION 


} % Ads of compelling interest 
=" Proven effective nationally 


Write for sample 


McKEE ADVERTISING 
2701 Broadway, Lorain, Ohio 















DOUBLE YOUR SALES 


OR YOUR MONEY BACK _ 
DISPLAY 
PALETTE 


18” 2 19 


| he ip 
| : $98 
Easeled pal- 
ette of heavy 
card, slotted 
to hold 12 

bows 

Send for FREE display folder 

Chain & Jobber Inquiries Invited 

DISMAR: A & Clearfield Sts., Phila. 34, Pa. 








JOBS 





For Over 43 Years 


Headquarters For 


CANCELLATION 
f_ STORES 


Quality Brands 





Lowest Prices 


Largest Stocks All Price Ranges 


oo hy! Oe ee 
CUNT aT" 


1235 Washington, St. Louis 3, Mo 








_——— EE 


Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


: a A R | S THE NATION'S FINEST 


CANCELLATION SHOES 
79-81 














READE ST., N. Y.7 + WO 2-5180 


had 


Both 
been associated with Mr. Engle. 


Moran Shoe Company. 
Chester” B. 
Louis technical 
the 
Adhesives 


Thompson, as St 
service representa 


tive for shoe industry for 


Angier department, 


Finishes division of Interchemical 


Corporation, Cambridge, Mass 


Lee 


ee 6} [he 
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Peters Sets Up Southern California Sales Team 





WALTER DUNCAN 


TED BAILEY 


ST, LOUIS—A concentrated sales 
program in southern California has 
been launched by Peters Shoe Com- 
pany, division of International Shoe 
Company, to give greater merchan- 
dising assistance to shoe retailers. 
C. R. Smock, general sales manager 
for Peters, four-man 
team will spearhead the effort in a 


said a sales 
territory from Los Angeles County 
to the Mexican border. A sample 
room and office has been set up at 
Montebello, Calif. 

Ted Interna- 
tional veteran in sales, merchandis- 
ing and promotion, will head up the 
team. 


Bailey, a 25-year 





EARL MILLER 


BILL BURKHARDT 


Walter Duncan, with nearly 20 
years’ experience in shoe retailing 
and merchandising, will sell City 
Club, Wesboro and Diamond Brand 
work shoes. He will also devote time 
to introducing Merchants 
and Shoenterprise programs to re- 
tailers. 

Ear! Miller, who recently traveled 
southern California for Ball Brand 
Company, will sell Peters’ Weather- 


Service 


Bird, Happy Hikers, Smart Maid 
and Trios. 
Bill Burkhardt, a 30-year shoe 


veteran in retailing and wholesaling, 
will sell Velvet Step and 
women’s casuals. 


Peters’ 





Evans’ Fall Line Features Seven Promotional Colors 


CAMDEN, N. 
tional 


J.—Seven promo- 
featured in the 
fall leather line of John R. Evans & 


Company, here. 


colors are 
They are Nevter, 
Bronzeen and London Grey, shown 
Brogandi 
Kid; 


and Peerless 


Nutwood, 


in Glace 


Glazed shown also 
in Transparent Kid; Pomegranate, 
hown in Peerless Glazed Kid, and 
Soot and Gabardine, presented in 
Transparent Kid. 


Neuter is a pale neutral with a 


slight greyish cast, described as 
“perfect for the pale shoe,” and a 
smart trim color for black, dark 


greys and browns. 

Bbronzeen is a golden green which 
was introduced by Evans last fall. 
London Grey is a dark pearl grey 


that is hailed as striking in the 
Glacé Brogandi finish. 
These four colors, plus Pome 


granate, a deep, rich fall red, also 
lead the list of colors for Peerless 
Kid. 
Transparent Kid, in addition to 
Nutwood, will feature Soot, a deep, 
dark grey, and Gabardine, a me- 


114 


dium beige neutral. Suedes, led by 
Black Knight 
Suede, will include white and stand- 


vans Impregnated 
ard colors in Evanette Suede. Cara 
und Brogandi, presented this season 
rich matt finish, will include 

white and standard 


in a 
black, colors. 
Jimmy Pig, in standard and sueded 
versions, is being shown in all pop- 
ular fall shades. 


Full-Grain Glove Tannages 
Featured by Fred Rueping 

FOND DU LAC, WIS. Fred 
Rueping Leather Company is fea- 
turing two full-grain glove tan- 
nages, “Fluff” and “Manitou,” for 
fall, both designed for women’s lei- 
sure time shoes as well as for ju- 
venile footwear. 

“Fluff” 
leathers, 


softer of the two 
Waiter 
It is pro- 
duced in a dry, fluffy tannage in 
kips and extremes, on a 
back, in lined and unlined weights. 
“Manitou,” also glove-like and car- 
rying a light aniline finish, is of- 


is the 
according to 
Schroeder, sales manager. 


natural 
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WANTED TO PURCHASE 








WILL BUY 
ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 





TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9927 








M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Honest Dealing 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 











CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


68 READE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 














MERCHANTS’ NEEDS 











—here's how to get 
More Business! 


HE Vincent Edwards Idea Clipping 
Service has over 2000 satisfied users. 


Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what’s 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
Organization 


342 Madison Ave., New York City 
Please tell me more about your news- 
paper ad clipping service and special short 
term trial offer. 
City 


Name 


ee TE PEE DOLE ICE Ee 











fered in the same spreads. The 
colors interchangeable with 


“Fluff.” 


are 
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Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND 
OVERJOYED you surely will feel like kiss- 
ing him. 
PLEASE DON'T 
CAUSE AUNT JENNIE IS JEALOUS 





T ~—- PRICES 
$ Any quantity..any time. Weil 
SURPLUS SHOES buys for cash...quality shoes, 
complete stores, closeouts er 
CANCELLATIONS surplus from manufacturer 
COMPLETE STORES or retailer. For quick action 


write, wire or phone immedi- 


for fast ac- 
tion . . . quality men’s, ately. 


Write or wire 


women's and children’s shoes. 


ius > FOR OVER 43 YEARS 


M. K. Weil Shoe Cc 
1215 Washingto on Av 


UNCLE Louis Camitta & Son 
91 Reade St., N. Y. C. WoOrth 2-5063 


MOSINGER-COHN 


1235 Washington, St. Louis 3, Mo 




















TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 














WE PAY MORE /.,,. WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 
HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 














Max L. Meltzer, Pres. Ivanhoe 1-9830 

















BARIS BUYS for CASH ZZ7Y77jn~ 


Quick decision on your offers of discontinued and 


& A g j surplus men's, women's and children's shoes. 


: Also complete stores considered 
CANCELLATION ronoes Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. Ln il ue Y. © Tel: WOrth 2-5180 
MME@EEEMEEEEEEE@EE@E@XMMlllllll 





MMHHMHq¢{{’{a¢|ld 


N 





CMM{|qd 





B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
Phone or wire LEASES ASSUMED S$ 


collect 


YOUR NAME PROTECTED #f 

















B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 
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Quality Shoes Since '32 
“While in Town See Weil” 











WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6. Pa. 











" COMPLETE STORES ! 
W ANTE D: 


Confidential negotiations by : 
rated . . . experienced retailers 


. ARRONSON BROS. & BAYROFF : 


100 Chambers St., N.Y.C. RE 2-4170-4171 2 
nn mHeHeHe Hee & & 








for 

e closeouts 

° surplus 

e discontinued 
lines 


¢ complete stores 


BROITMAN- 
GAFFIN SHOES 


inc. © BE 3-7290 
146 DUANE $T., &. ¥.C. 

















Classified and Want Ads 








SALESMEN WANTED SALESMEN WANTED AGENTS WANTED 











SALESMEN WANTED BY OLD ESTAB.- 
LISHED INFANT SHOES MANUFACTUR 


“KR of Soft Soles, First Steps, and Flexibl 
MICHIGAN TERRITORY | _ Watiers. “America’s est ‘Quality values, Short ENGLAND 
Straps, Novelties and. year round selling styles ACTIVE AGENT 


Nationally Advertised Line of Men's Ideal Side Line! Highest commissions paid 
dB Sh b F | monthly Several excellent teritories open for 
an oys’ oes has openin or sales- increased production State references and ter _ . 
: v es P 9 Seaate ph sete Reply rs Box 367, Boor aNp Required to represent old established (186!) 
man in Michigan and surrounding States. SHoe Recorper, Chestnut & 56th Streets, Phil- firm of men's footwear manufacturers. Medi- 


idelphia 39, Penna. um class Goodyear Welted at about $3.25 
per pair ex factory. State connections. High- 
est references essential. 


Excellent opportunity . . . established 
volume. Write full details in confidence. 


BOX No. 368 SALESMEN WANTED TO SELL CHIL- Z. FORSCUTT G SONS LTD. 


DREN’S California Style Playshoes and Slip- 


BOOT and SHOE RECORDER pers as sideline. Reply to Box 362, Boor _anp NORTHAMPTON ROAD 


Snore Recorver, Chestnut & 56th Streets Phil- 


1221 Locust Street, St. Louis 3, Mo. idelphia 39, Penna. WELLINGBOROUGH, ENGLAND 














SALESMEN WANTED: LINE_ CHIL- 
DREN’S PRE-WELTS AND CEMENTS; 
sizes to 3, Misses. Territories: Ohio, Indiana, 


NEW YORK STATE & CONNECTICUT Michigan, Iowa and Pennsylvania. If —— POSITION WANTED 


in any other territory write. Will cpnsider 




















OPPORTUNITY ply to Box 364, Boor ann SHog Recorper, 

Opening: for energetic resident salesman as Chestnut & 56th Streets, Philadelfhia 39, Pa 
sideline carrying either men's, boys’, ‘i MANAGER, BUYER; STOCK CONTROL, 
women's arch, & children's shoes popular MERCHANDISING, WINDOW TRIMMING, 
price footwear, 6% commission plus bonus. Orthopedic background. Can trouble shoot; also 
Enclose references, resume & photograph. train help all phases of Management. Presently 
Reply to Box 373, BOOT & SHOE RECORDER EXPERIENCED TRAVELING SHOE employed by small Chain Operation. Available 
Chestnut & 56th Streets, Philadelphia 39, Pa. SALESMEN WANTED in Kansas, Missouri, after March 15th. Will relocate or travel. Age 
Northern Ohio. Established Territories. Com 38. Resume upon request. Minimum starting 
mission and guarantee. Old Reliable Line of salary $7,500. Reply to Box 363, Boot AND 
Men’s and Boys’ Work and Dress Shoes. State Snoe Recorper, Chestnut & 56th Streets, Phil 

experience and list trade references when re- adelphia 39, Penna. 





lying. Reply to Box 360, Boor anp SHOE Re- 


SIDELINE SALESMAN WTD. CONDE, Chestnut & 56th Streets, Philadelphia 
SMART LEATHER BOWS, SHOE ORNA HELP WANTED 


MENTS and FOOT SOX. Pocket size samples. 
Manufacturer offers hig! iest commission. Reply 
to Box 6, Boor vp Suor Recorper, Chest- LINE WANTED 


nut & 56th Streets, Philadelphia 39, Penna. 














FITTING ROOM FOREMAN, excellent Op- 











portunity a astern Factory. Complete 
kno wledg re Modern Sewing Machine and Fit- 
HARD-WORKING, SUCCESSFUL YOUNG ting Room Taatenent. working knowledge all 
MANAGER of Le: iding Men’s Shoe Store major operations, capable of training operators 
vishes to change to Wholesale field. Desires Ste ate full qualifications, age, marital status 
FOR SALE Manufacturer’s Line. Reply to Box 372, Boor and references. Reply to Box 366, Boor Aanp 
AND SHOE Recorper, Chestnut & 56th Streets, SHoe Recorper, Chestnut & 56th Streets, Phil- 
Philadelphia 39, Penna. adelphia 39, Penna 


FOR SALE FAMILY SHOE STORE; 
Owner retiring after ten years successful oper 
atior Well known brands. Volume $35,000 Tree ee LL LL ee 


Inventory approximately $15,000. Excellent 
Jt VENILE, TEEN SHOE STORE, 40 


lease Heart of Miami. Reply to Box 365, 
les from Chicago _ Doing Good Volume; BOOT AND SHOE RECORDER 





Boor ann Snore Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Pa 

Established Eleven Years; Favorable Lease 

available. Family health problem forcing owner 

to move to dry climate Reasonable deal to Chestnut & 56th Sts. 


qualified party Reply to Box 369, Boor anp e * 
Snore Recorper, Chestnut & 56th Streets, Phil- Philadelphia 39, Pa. 


adelphia 39, Penna 


Here is my want-ad: 








MODERN FAMILY SHOE STORE FOR 
SALE, 100% Location, Washington, D. C. 
suburban area. Brown Shoe Company Fran 
chise arrangement Will sacrifice Reply to 
Box 370, Boor ann Snoe Recorper, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 











FAMILY SHOE STORE, DOING OVER ° 
$100,000.00 On Medium Priced Goods, by Ab Name (please print) ................ Se re he 
— ?. 7 Always Shown Substan 
tial Profits ent, including heat is 444% for i 
3,000 square feet on corner. Advant: ageous Street ey Oa ea ar 4 .City SRT RS OSE ae State Bee) tes 


Lease available. Large parking lot adjacent to 
store on main street in outskirts of Washington, 


D. C. Other outside interests make the sale | Enclosed is Check 0 
necessz Stock purchase ri l Repl e e 
cr Oe Seat ae ee ae. Te Please check if box No. is Wanted (] Money Order (1) 


& 56th Streets, Philadelphia 39, Penna 
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This Advertisers’ Index is published as a convenience and not as part of the advertising 
contract. Every care will be taken to index correctly. No allowance will be made for 


errors or failure to insert. 








Advance Theatrical Co. ..... 74 Lawrence, A. C., & Son Co... 54 
Alden, C. H., Shoe Company. 108 Leather Industries of America 
Amalgamated Leather Com- 22, 23 
DANICE: INC, 6:4ic6.0: cae eo 36, 37 Levor, G.,. & Co. Ine. 6.45.0 3 
Amer, William, Company ... 56 TSO Na INN o'a-o:-o so 88S 0- 08886 113 
American Biltrite Rubber Lucky Sales Co., Inc.~ .i0:«..<% 66, 67 
, CL RR ee ae ae eee 18, 19 | 
Armour Leather Company .. 50 
Arronson Bros. & Bayroff .. 115 McKee Advertising ......... 113 
Avon Sole Company ....... 10, 11 Marbon Chemical Division of 
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Martin Fabrics Corporation.. 38 
io 7 Meyer Label Co., Inc. ...... 88 
‘ted pay, ag a aa | Miller Shoe Company, Inc. 111 
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Bata Shoe Co. ............. 69 | Modern Orthopedic Appliance - 
Bearfoot Sole Company, Inc.. 33. | Co. ... ADI NN oe CI POPS TAS a 
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Bender Shoe Company ...... 106 Mrs. Day’s Ideal Baby Shoe e 
Berned Shoe Company ...... 111 | Co., Ine. ......seeseeeeee. of 
STINGOL Mite. CO) 55 a os6 sc oie vs 12 | 
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Brooks, Wm., Shoe Co. ...... 110 | Ohio Leather Co., The ....... 30 


Brown Shoe Company.Front Cover 


Pacific Mills Domestics Corp. 98 SHERATON 
nee : P 7 POHONM COM ex, aic'a. 460s Sioieiarniers 8 C 
Camitta, Louis, & WOM pata. 115 | Plastix Footwear Corporation 83 LPIN 
Camitta Shoe. Co: .25.40.%. 115 Potvin, R. J., Shoe Co. ...... 105 


Cat’s Paw Rubber Co., Inc. 
Inside Front Cover 


Chairmasters, Ine. ......... 95 ie toca 5 - MAGIC LOCATION! We're right 
Colonial Tanning Co.. Inc Rockingham Shoe Company .. 104 ; ; 
é p Beers “ie aie Ro-Seareh Inc. .<.: «<sc.s.000 75 in the middle of the shoe market, 
s é | > nae y S “ay & RT 7 
Coon, Wilbur, Shoes ........ 109 Ross, A. H., & Sons Co. ..... 87 close to wholesale sources, New 
tueping, Fred, Leather Co... 17 


York’s fashion center. Steps from 


Empire State Building, subway, bus 


Dickerson, Walker T., Com- | Sabin. Bo ..ecccceeee. 114 
pany, J EE See ae 24 mer "Foot Appliance Ca ; . 106 and air terminals, Lincoln Tunnel. 
Jismar .. Bitsy ett ORANG Sierauee 113 Sherman Bros. Shoe Mfg. Theatres, night chibseasily accessible! 
Douglas, W. L., Shoe Com- Corporation ......... 109 ‘ 
pany ...........-. see eeee 107 So-Lo Marx Rubber Company = 2 COMPLETELY MODERNIZED, 
Dow Corning Corporation ..80, 81 ee ene. ( aavap 97 
| Stacy-Adams Company ..... 97 a a ae 
Step Master Shoes, Inc. ..... 71 r siiieaienniaia sae 
1 tei, MG COs, acces eee cs 114 have new RCA 21” TY, full-range 
Eby Shoe Corporation ...... 6 | eee a a : 
ci tine Cm... 114 radio; many air-conditioned. Minute 
Edwards, Vincent, & Co. .... 114 Tan-Art, Inc. ..........000- 9 Chef and Town Room for a snack or 
Endicott Johnson Corporation | 34 Tanners Council of America... 25 hearty meal. Cafe Lounge for smart 
Evans, John R., & Company 72, 73 Taylor, Thomas & Sons Ine... 65 ; ds . 
Textile Banking Company .. 94 entertainment. Unique new Gate of 
a sag Corporation . 60 Cleve features authentic Holland 
Gardiner Shoe Co.. Inc. _. 6 Topps Shoe Store .......... 115 lish ‘ 
i er § 5 tees 2 a ' a a ; 
Gerberich-Payne Shoe Co. Totes, Inc. ..... wn eee oneness 2 yea _ — food bie 4 
Outside Back Cover Traister, Oscar, Shoe Com- imported Netherlands and German 
roodyear Tire & Rubber Com- DAs. catdns es towers come 114 — 
MOAN BATE) ci sc4:earecs wenn sores 7 : 


United Shoe Machinery Cor- N. Y. HEADQUARTERS 
WOLRUION: <.o"% 3.661508. waa8O2p 118 FOR THE SHOE INDUSTRY 


© > 26 .»Y a] m7 ¢ 
Hamel, L. H., Leather Co. ... 79 United States Rubber Com- 


Haus of Krause, The ....... ou | pany, Naugatuck Division. 5 


Hempstead Shoe Co., Inc. ... 115 | 
Horween Leather Co. ....... 90 | Su ERATON ~ 
House of Crosby Square .... 29 | ,,... ‘ ‘ . es 
yy rere oe eee C 
«echt : : : irginia Oak Tannery Sales 
Hubschman, E., & Sons, Inc... 27 | Corporation 96 LPI N 


| Virginia Shoe Company ..... 77 
Irving Tanning Corp. ...... 20 | HOTEL 

| Weil, M. K., Shoe Co. ..... 85, 115 | —7 

| Winslow Bros. & Smith 106 Inthe Heart of the Dem Aine, 


MROMOTK.. TNC: 60.2 bsieeacke's 28 | Wolverine Shoe & Tanning 
Kreider, A. S., & Son Co... 99 | Corp. ..... -apliscystaasll ! BROADWAY AT 34TH STREET 


Kurt A. Smith, General Manager 
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THE WC 

BOX TOE AND LINING 

TRIMMING MACHINE 
MODEL C 


Prepares men’s, women’s and children’s shoes 
for flat toe lasting 


e@ PREFORMS THE TOES 


®@ TRIMS LOOSE LINED, COMBINED LINED 
AND UNLINED SHOES UNIFORMLY 


® PRODUCES IDEAL CONDITIONS FOR 
FLATTER BOTTOMS AND SHARPER 
FEATHER LINES 





Jnited. SHOE MACHINERY CORPORATION 


Boston, Massachusetts 


118 Boot and Shoe Recorder 








February |, 1959 


Tea} ole)ac-lalam(-y-dal-)eem onl ele)at-lalmeore) (els 








In Everything That Builds 
A Successful Boys’ Shoe Business 


“THEY RE 


GREATEST!" 


Great Style 


More appeal for more 
boys, because Gerberich 
styles them “right” for 
each age group. 














Great Valu 


Wherever the - i sold, 
these Gerberich lines have 
earned the respect of par- 
ents for their Quality, and 
reputations for selling 
Value for merchants who 
feature them. 


: In Stock To Gerberich Dealers 
Great Retail Performance 


The youths’ and boys’ business is the fastest growing part of shoe 
retailing. These three Gerberich lines cover it perfectly with the 
fullest range of sizes, all from one resource. They cover it best 
too, with the most complete style program of specialized styles 
for each size run. That’s why Gerberich dealers consistently turn 
in such impressive figures. 


SELL ALL 3: Youths 8'2-12-3+Boys 1-6+Big Boys 6 


b 
GERBERICH-PAYNE SHOE COMPANY Mount Joy, Pa. 
OFFICES: New York, Marbridge Bldg., Room 417 e Los Angeles, Alexandria Hotel, Room 805 * 
Philadelphia, 12 S. 12th St., Room 914 @ In Canada, J. Leckie & Co., Ltd.,L. H. Packard and Canada West 





